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FIRST AWARDS FOR EXCELLENCE 


AT THE THIRD 


KENTUCKIANA FILM FESTIVAL 


“OUT OF THIS WORLD” 


a motion picture produced for E. |. du Pont de Nemours & Co., Inc. 


. Shows how “down to earth sales fundamentals” become three-star 
objectives of wholesale bakery salesmen. 


This film festival first, “Out of This World,” interweaves entertainment 
with pointers on merchandising. In color, this award-winner empha- 
sizes the importance of eye-appeal. It shows how to increase sales in 
the food market business—highly competitive. 


VISUALIZATIONS 


PRESENTATIONS 


“OVERCOMING OBJECTIONS” 


a sales-training motion picture produced for The Dartnell Corporation 


DRAMATIZATIONS 


MOTION PICTURES Twice a winner in recent festival competitions, “Overcoming Objec- 


tions” spotlights the six most effective techniques used by successful 
salesmen to overcome sales obstacles. It shows how objections can 
serve as fuel to spark the sales talk. An entertaining film, it will instruct 
and inspire new salesmen and old-timers. 
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NEVER BEFORE IN 
NEW YORK NEWSPAPER HISTORY! 


1954 iets 
of J-A Retail 


Ron Onis War Wou 


“12th Straight Year 
Food Leadership 


nded Vets Voie 


WiNCanbs) Thanks for A Fund Gifts 


THE New York Journal-American has done it 
again ... set a new all-time record in food adver- 


tising linage! In 1954, the J-A carried more than 


a million lines of retail grocery advertising—the 


biggest volume in this important classification 
that any metropolitan New York newspaper has 
ever carried during a one-year period. 

Making food advertising history is a habit with 


the Journal-American. For twelve consecutive 


years, more retail grocery linage has appeared in 


the J-A than in any other New York paper. And 


the J-A has successively broken its own retail 


grocery linage record, year after year after year. 


it’s better in the evening and it’s 


It’s no wonder the J-A sells food for grocers 
faster than other newspapers. The J-A not only 
has the largest audience of consumers of any 
five-ccent New York paper (and always has 
had) ... the J-A also shows’the largest daily 
And J-A readers shop 
the J-A for values at home in the evening ... 
with ample time on their hands to think of the 
family larder. 


circulation gain in town. 


Want to sell your brands faster, Mr. Advertiser? 
Put them in the Journal-American—New York’s 
leader in making sales history for all kinds of 


products and services 


best in the 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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Travel 
Accommodations" 


Elks will take 
10,808,000 trips 
in’55! 


Elks are seasoned travellers for 
both business and pleasure. 


42% average 19 business trips per year. 
82% averaged 2,164 miles on 
their vacation trips. 


Average length of vacation is 19 days. 


Elks are a big market for travel 
because they are leaders in business 
and in their community. You can reach 
this rich market only in 

The Elks Magazine. 


Get the whole picture about 1,080,839 Elks (ABC). 
See the new Ross Federal Report packed with 
facts about Elks and their magazine. 


MAGAZINE 


New York Detroit 
Chicago Los Angeles 


—MARKETING 
HANDBOOK 


@ Scientific selling 
methods you need to get 
impressive results in to- 
day’s changing markets. 
30 sections cover: mar- 
ket research; distribu- 
tion; industrial market- 
ing; advertising media; 
packaging; pricing; 
sales promotion; pub- 
lic relations, etc. 69 
Contributors, 226 ills., 


1321 pp. $10 


Other famous Ronald Handbooks include: 


ACCOUNTANTS’ HANDBOOK 
Over 90 Contributors. 287 ills., tables. 
1505 pp. 3rd Ed. $10 

COST ACCOUNTANTS’ 
HANDBOOK 
Over 70 Contributors. 556 ilis., tables. 
1482 pp. $10 

FINANCIAL HANDBOOK 
A Contributors. 139 ills., 1289 pp. ae 


PERSONNEL HANDBOOK 
65 Contributors. 262 forms, ills., Ne 


PP. 
PRODUCTION HANDBOOK 
90 Contributors. 771 forms, charts, ills., 
1676 pp. $10 
& Send for these handbooks. Save 
stage by remitting with order. 
Books returnable if not satisfactory. 
Dept. SM-3. 


THE RONALD PRESS COMPANY 
15 East 26th St.. New York 10 


Saket Management 


CONTENTS 
JANUARY 15, 1955 


ADVERTISING 
Demonstration Showmanship on TV 


CAMPAIGNS 


Western Electric Makes News: 
Promotes Colored Telephones 


Bell System supplier launches campaign featuring telephones 
in eight colors, with light-up dials, volume controls, and a 
variety of other conveniences. 


By Etna M. Kelley . 


COMPENSATION 


We Solved the Problem of Paying 
Industrial Salesmen for Group Effort 


Here is a sales incentive compensation plan which effectively 
solves the difficult problem of how to allocate sales credit 
when as many as five salesmen are working as a team to 
close a single sale. And what’s more, the salesmen like it 
By John F. Corcoran, Vice-President, Sales, Union Asbestos 
& Rubber Co., Chicago ... 


DISTRIBUTOR RELATIONS 


Competitors Can Cash in on 
Shuron's Distributor Program 


Clinics to improve the sales ability of independent distribu- 


tor salesmen are benefiting the entire optical industry. 
Shuron will settle for its share of sales increase. 


By Gordon C. Morison 


FAIR TRADE PRICING 


Adventures in Shopping— 
The Discount Houses, No. 9 in a Series 


The pattern in California is different because “membership” 


is stressed, but it adds up to the same idea, “You're a sucker 
if you pay list prices.” pe a 


GENERAL 
Have You Told Your Wife... 


. all that she needs to know about your personal invest- 
ments, insurance and sources of income? Have you prepared 
her to manage family finances in case of an emergency? 
Remember, it’s your wife’s business too. 

By Caroline Bird 


GOVERNMENT 


lf Uncle Sam Decides 

To Test Your Wares... 
. » » you may come out with findings that represent a com- 
petitive handicap, or with a blessing that gives you a telling 
advantage. In this report: a what’s-doing on the Government 
front in both industry and product research. 
By Jerome Shoenfeld, Washington Editor 104 


SALES MANAGEMENT 
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MARKET DEVELOPMENT 
Spotted Prospects, Sold Them 


With a gentle assist from local water conservation ordinances, 
plus man’s desire to air-condition everything, a partnership 
is fast building a water-cooling tower business. ........ 


In the Face of the Giants, 
Spencer Grows Selling Service 


By helping and educating the customer . .. by developing 
new markets . . . through low-pressure selling . . . and 
by continually planning for tomorrow, postwar-born Spencer 
Chemica! Co. has pushed annual sales past the $34 million 
mark. 


By Eugene Whitmore 


From Scratch to $3,000,000 Volume 
In Six Years: Pine-Sol Did It 


. and in a hotly competitive industry. It’s largely a story 
of persistent spade work at the broker and dealer level, plus 
consistent advertising in newspaper, TV, and radio media. 
Major markets were developed one-by-one. 

By Lawrence M. Hughes, Feature Editor ... 


RETIREMENT 


Wrigley Program Eases 
Pensioner into Retirement 


Able employes may continue after 65, but work one month 
less each post-normal year. This has three-way benefit: to 
retiree, to company, and to up-coming younger men. 


SALES CONTROL 


How We Get Our Sales Facts 
Hot Off the Griddle 


Farber’s simple and thrifty sales control system produces, 
organizes and analyzes sales performance on 155 different 
items before the figures have a chance to gather moss. Thus 
management is equipped to make sure-footed decisions. 


By Arnold J. Wasserman, Sales Promotion and Advertising 
Manager, “Farberware,” S. W. Farber Inc. ... : 


SALES POLICIES 


Seed House Breaks with Tradition; 
Now Makes New Sales Records 


A seed was just a seed until Northrup, King introduced 
proprietary-brand names, instituted a program to merchan- 
dise quality and brought new stability to an industry handi- 
capped with age-old speculative practices. 

By Erwin H. Klaus, Marketing Director, and Allenby L. 
White, Research Service Department, Northrup, King & Co. 


SALES PROMOTION 
Item-of-the-Month Promotion 
Sparks Independents’ Fight on Chains 


Which products are being selected for promotion by Liberty 
Distributors Group through 30,000 hardware retailers now? 


DEPARTMENTS AND SERVICES 


Advertisers’ Index 123. Marketing Pictographs 
Comment ... 27. Sales Trends (Industrial) 
Executive Shifts 121 Seratch Pad 

Human Side They're in the News 
Letters : Trends 

“Lost Sales" Quiz Worth Writing For 
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10,801 
Advertisers 


Can't be 
Wrong! 


@ 10,801 Advertisers placed proa- 
uct descriptive advertising in 
1954 Annual Edition of Thomas 
Register. This astonishing adver- 
tising patronage far exceeds the 
number of advertisers using all 
other industrial media combined 


This record trend to T. R. is 
quickly summarized in the re- 
marks of one of our advertisers ~ 
“The steady stream of high qual.- 
ity inquiries, the kind that result 
in sales, is our reason for placing 
Thomas Register at the top of 
our list.” 


You can get the facts about 
this low cost way of securing 
sales producing inquiries, from 
a Thomas Register representa- 
tive. Write or call him now for 
the 1955 Edition. 


The Only Paid Circulation 
in the field — 
ABC 96% Paid AbD 


— THOMAS 


REGISTER 


461 EIGHTH AVENUE NEW YORK 1, N. Y. 


.-- rolling up REPEAT SALES! 


Keeping your sales ball rolling ahead against today’s stiff 
competitive pressure is more than a matter of persuading o/d 
customers to try more of your goods. Sales to new customers 
are equally important—not only initial sales but repeat orders. 


Sales leads produced by advertising in N.E.D. are guiding 
salesmen of numerous companies to repeat orders from both 
old and new customers. For instance, here’s one sales manager's 
experience over a recent 12-month period. 


Over 65% of many sales of control equipment resulting from 
personal follow-up of N.E.D. inquiries were made to present 
customers ...and many of them had been inactive for some 
time. New customers accounted for the other 35% —and over 
half of them have re-ordered from one to sixteen times! 


Also the sales manager for a materials handling equipment 
builder reports N.E.D. inquiries led to a substantial number 
of new accounts...and repeat orders have been placed by 
several of them already. 


Here’s more convincing proof that it pays to have N.E.D. 
working for you, giving your sales force a short cut to more 
business, more customers—no matter what you're selling to 
industry. If you haven’t seen this report, drop a line or call 
for a copy. 


over 70,000 COPIES (Total Distribution) 210,000 READERS in over 42,500 PLANTS 
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Easy way to adda 
big selling point 


... pack your product in cartons that open in seconds 


—— 


a iamecaeees JOAN OF ARC uses Tear aT tsa DOW wins retailer friends 
trip Containers made with ‘“‘Scotcn’”’ Brand or Saran-Wrap by shipping in Tear Strip Con- 
Filament Tape. Cartons open in seconds—carton tainers made with “Scorcn” Brand Filament 


bottoms make handy display “‘trays’’ which can Tape. These containers cut in-store handling costs 
be put right on shelves or tables. up to 33% from carton to shelf! 


Tose TY TIME FOODS wins display space , CURRIE SAUDER WOODWORKING CO. 
for special half-price promotion merchandise can testify to safe, damage-free shipments when 
by shipping in quick-opening Tear Strip Con- fragile products go out in Tear Strip Containers 


tainers made with “Scotcn” Filament Tape. made with “Scotcn’”’ Filament Tape. These 
TV Time containers open at middle; lower half ee containers are actually stronger 
t 


forms ready-made display tray grecers can use n ordinary cartons; no knives, wedges, or 
with a minimum of product handling. cleavers are ever needed to open them. 


We'll be eo to send you . free germ ae an ar 
Tear Strip Container together with complete informa- OG 2 a 
tion on how you can use them for greater benefit in coeP roved to be the only quick-opening 


shipping Foe products. Just write on your letterhead containers that work perfectly every time— 
to Dept. -15. 


rean srmp conramers SCOTCH Filament Tape 


BRAND 


The term “SCOTCH” is a registered trad k for more than 300 Pressure-Sensitive Tapes made in U.S.A. by Minnesota Mining 
and Manufacturing Co., St. Paul 6, Minn. General Export: 122 E. 42nd St., New York 17, N. Y. In Canada: London, Ontario, Canada. 
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“Money makes the man.”’"—Aristodemus, 750 B.C . 


“When it is a question of money, everybody is 
of the same religion.”’—Voltaire, circa 1746 A.D. 


“Money isn’t the best thing in the world. I just 
happen to like it best.’"—Frederick E. Gymer, 
copyright 1954 A.D. 


Let’s face it: mankind has always 
been interested in making money. In 
this country, the Indians made the first 
money, out of shells (and it didn't 

go very far then either. Took 6 feet of 
wampum to make a dollar). Today, 


astute advertisers make their wampum 


out of spot radio... because they 


find spot radio goes so much further. 


Particularly in our 14 station-markets. 
Here, newspaper rates since 1946 have 
gone up 45.4%, on the average, despite 
sadly sagging circulation. And you 

know what's been haprening to television 


rates! A buck doesn’t go very far. 


On the other hand, in these 14 markets, 
average rates of the radio stations we 
represent have not increased... yet radio 
homes have increased 32.8% since 
1946! Thus, with these stations you get 
frequency, repetition and cumulative 
impact (not to mention flexibility and 


localized appeal) at a realistically low 
cost. For example... 


WCBS, New York, delivers 3,505 listener 
impressions per dollar to the leading newspaper's 
286 noters—a 1,126% advantage for radio. 
WBBM, Chicago, delivers 5,135 listener 
impressions per dollar to the leading newspaper's 
225 noters—a 2,182% advantage for radio. 

KNX, Los Angeles, delivers 3,526 listener 
impressions per dollar to the leading newspaper's 
155 noters—a 2,175% advantage for radio. 


Fact is every one of the 14 stations we 
represent not only commands the largest 
average share of the radio audience 

in its market, day and night, but also 


can deliver bigger audiences than the 
leading newspaper, at lower cost. 


For further information, for complete 
documentation of all of the above 
statements, and for availabilities on our 
{4 stations, call the nearest office of... 


CBS RADIO SPOT SALES 


REPRESENTS: WCBS, NEW YORK—WBBM, CHICAGO 
KNX, LOS ANGELES—WCCO, MINNEAPOLIS-ST. PAUL 
WCAU, PHILADELPHIA—WTOP, WASHINGTON 

WBT, CHARLOTTE—KMOX, ST. LOUIS—WEEI, BOSTON 
KSL, SALT LAKE CITY—KCBS, SAN FRANCISCO 

WRVA, RICHMOND—WMBR, JACKSONVILLE—KOIN, 
PORTLAND— THE COLUMBIA PACIFIC RADIO 
NETWORK AND THE BONNEVILLE RADIO NETWORK 


LETTERS TorTnHe Epitors 


THE FARMER: A QUALITY BUYER 


Your story (SM, Jan. 1, p. 22) on 
the success of the Hammond Organ Co. 
in the farm field is a peach. There is 
a substantial segment of our industry that 
still thinks of the farmer as a sort of 
primitive toiler in the soil. 


Oh, they know he has more money 
than he had 25 years ago and that he is 
not the Reuben of decades ago, but they 
still don’t believe he’s a candidate for 
quality merchandise. 


_Your article brings a very substantial 
piece of evidence to the contrary. 


Philip Zach 


Vice-President and Director of 
Advertising 

Capper Publications, Inc. 

New York, N. Y. 


PERFORATION PREDECESSORS 


I am afraid I must take exception to 
your “Another First for SALES MANAGE- 
MENT” on p. 57 of your Dec. 1 issue. 


Restaurant Equipment Dealer has 
scored and perforated every page of every 
issue since our first year of publication in 
1948. And at that I don’t believe we are 
the first to do it because, if my memory 
serves me right, What’s New in Home 
Economics was perforating its pages be- 
fore that time. 


John C. Cadle 


Publication Manager 
Ahrens Publishing Co., Inc. 
New York, N. Y. 


>SM will have to modify its claim 
of a “first;” the truth. seems to be 
that it is the first publication enjoy- 
ing second class mailing privileges to 
take advantage of thé new post office 
ruling which permits scoring as a 
service to subscribers. 


CHRISTMAS POST-MORTEM 


Your Sept. 10 issue covering Christmas 
gifts is a fine one but the page titled, 
“Most Frequently Given Items” (p. 24) 
really shocked us. 


This would have been a perfectly fine 
page if the listings had been confined 
to the generic name for the articles such 
as diaries, lighters, clocks, etc. But when 
you specifically mention the manufactur- 
er’s name in connection with the product 
you are actually telling your readers that 
these particular articles are more popu- 
lar than the same articles made by other 
manufacturers. 


Frankly, we believe that by specifying 
a particular brand name in connection 
with a generic term you have hurt all the 
other manufacturers of similar articles, 
particularly those who do not have a 
brand name, but whose volume of sales 


would indicate that their items are ac- 
tually more popular than sorne of those 
listed. In this respect your tabulation 
gives misinformation which I am sure 
is not the intention of your publication. 


We do not want to tell the editors how 
to do their job, but we feel that a great 
injustice has been done to all other top- 
flight manufacturers whose names happen 
not to be listed in your tabulation. 


B. W. Rich 


Sales Manager 
Advertising Corporation of America 
Easthampton, Mass. 


PIn an effort to be completely fair 
SM ran tables listing preferred items 
by both brand and generic names. See 
p. 46, for example, ““The Most Pop- 
ular Gifts of 1953” listed by generic 
terms only, supplemented on succeed- 
ing pages with a breakdown of brand 
names mentioned by SM_ subscriber- 
respondents. On p. 56 Advertising 
Corporation of America _ received 
specific mention as being high on the 
preferred list for diaries and appoint- 
ment pads. We regret if we have 
hurt any manufacturer but wish to 
emphasize we were riot judge and 
jury but only accurate reporters of 
items respondents mentioned. ‘ 
And we continue to feel that naming 
names renders a more valuable serv- 
ice to subscribers than does anon- 
ymity. 


MERCHANDISING TEMPEST 


In our Dec. 15 issue (p. 100) we 
ran an article by Lionel B. Moses, 
vice-president, Parade Publication, 
Inc., titled, ““Who Should Merchan- 
dise a Firm’s Advertising?” Moses’ 
thesis was that the advertiser’s own 
salesman can handle this important 
selling function best of all. The 
battle is on! Following are letters 
from two top agency men, one siding, 
one taking issue, with the author. 


The Kleppner Company 


Of the many areas of confusion and 
controversy in advertising, that of “mer- 
chandising the advertising” ranks near 
the top. Lionel Moses’ article is helpful 
in clarifying some of the problems in 
connection with the question. 


The basic mistake is to assume that 
“selling the product” and “selling the 
advertising” of a product are two sep- 
arate things, instead of part of one ef- 
fort. And the mistake is obscured by 
using the word “merchandising” instead 
of “selling.” 


One of the most important forms of 
evidence a salesman has to submit to sup- 


port his claim that the product will sell 
well is the advertising program. To 
“sell the product” he must also “sell the 
advertising.” 


Nobody can blame media for trying to 
offer some extra services which might 
make their medium more attractive to ad- 
vertisers. And advertisers would be 
foolish ‘o overlook any extra selling ef- 
fort which media offered to extol the ad- 
vertising of the product. 


But the fact that media attempts to do 
this does not lessen the job that the ad- 
vertiser’s own salesmen have in telling 
the story. Whether or not media should 
continue to do this is not a question of 
business morality but a question of ef- 
fectiveness and of cost. 


It is the job of the advertiser’s salesman 
to get orders for the product, based up- 
on all the evidence he can present as to 
why the retailer should give him the or- 
der. It is the job of the media to pro- 
vide the right audience for the advertiser 
at the lowest cost per message. It is the 
job of the advertising agency to create 
plans for making the product most ac- 
ceptable to the public, and for creating 
advertisements which will get the great- 
est number of people possible to ask for 
that product. 


Each can best serve the advertiser by 
performing his function most effectively. 
All of which means “merchandising the 
advertising” is a part of the selling job 
which the advertiser's own salesmen 
should be able to do better and at less 
cost to the advertiser than anybody else. 


Otto Kleppner 


New York, N. Y. 


Kenyon & Eckhardt Ince. 


I find myself at considerable variance 
with Mr. Moses on the positions of agen- 
cies and media on this problem. 


First, Mr. Moses has ill defined the 
current preoccupation of agencies with 
merchandising services. The postwar 
revolution, in agencies has created mar- 
keting organizations instead of the tra- 
ditional “Somewhere West of Laramie” 
type so familiar before the war. Because 
advertising must concern itself with sales 
to an extent never before recognized by 
most advertising men, agencies have 
built new and expanded merchandising 
and promotion departments. Part, and 
only part, of their efforts lie in the field 
of media merchandising. 


Here I can only give some indication of 
the way in which K&E attacks this prob- 
lem. It is handled differently in other 
organizations. 


We now centralize all media merchan- 
dising in our promotion department. 
Prior to this, media salesmen would talk 
merchandising to our media buyers and/ 
or account executives. We found that 
clients buying comparable space in the 
same books would be getting rather dif- 
ferent treatment insofar as merchandis- 


(Continued on page !2) 
SALES MANAGEMENT 


A new era is underway these bustling 
days in Philadelphia — city of homes 
and history, of Franklin Institute and 
Fels Planetarium, of Rittenhouse 
Square and Chestnut Hill. 


Penn Center is now rising on the site 
of the old Broad Street Station to give 
central city a new face of youthful vigor. 
This $100,000,000 development will 
cover 22 acres. Plans include four 20- 
story office buildings, a 1000-room 
hotel, a 500-unit apartment house and 
a transportation center grouped around 
an open esplanade, with shops. 


Building activity extends far beyond 
the city limits. It fans out to encompass 


the vast 14-county Greater Philadelphia 
Market. Here live more than four and 
one-half million people. They are home- 
owning, home-loving family folks. They 
buy carefully and wisely. They'll buy 
your product again and again once con- 
vinced of its merit. 

These are the people who read The 
Evening and Sunday Bulletin—the 
newspaper that reflects the needs and 
interests of the entire region. 


The Bulletin is Philadelphia’s favor- 
ite newspaper—Philadelphians buy it, 
read it, trust it and respond to its 
advertising. 


The Bulletin is Philadelphia. 


“Tus 1s GREATER PHILADELPHIA,” a 64-page brochure about the Greater Philadelphia Market—its people 
and its industrial growth—is now available. Please use your business letterhead in requesting your free copy. 
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In Philadelphia 
nearly everybody 
reads The Bulletin 


Advertising Offices: 

Philadelphia, Filbert and Juniper Streets; 
New York, 285 Madison Avenue; 

Chicago, 520 N. Michigan Avenue 
Representatives: 

Sawyer Ferguson Walker Company in 
Detroit, Atianta, Los Angeles, San Francisco 
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YODEL BAIT! But she'll outrun the 
wolves on these skis. Designed for speed, 
light, strong, easy to handle . . . they’re 
made by Dale Boison Co. of American 
Cyanamid’s glass-reinforced Laminac. And 
uniform molds offer schuss-boomers a 
real advantage . . . when you lose or 
damage one you can buy a single match- 
ing ski. It’s just one example of new uses 
that keep synthetic resin output climb- 
ing ... up 30% to 3 billion tons last year. 


NO BIKINI but a test explosion set off at Carbide 
and Carbon’s Charleston, West Va. plant. And it’s 
part of a constructive destruction program that’s 
paid off handsomely ...in cutting fire losses, drop- 
ping insurance rates, reducing production-line in- 
terruptions. Another example of management’s 
efficiency and foresight that makes the CPI indus- 
try’s top buyer of safety supplies and equipment. 


yodel bait, no bikini, rising sun, 


RISING SUN: Export Manager 
Kato (Dai Ichi Trading Co., Ltd.) 
typifies new order of Japanese busi- 
nessmen as he irons out a polyvinyl 
powder deal. Traders are hustling 
as Nippon gathers momentum for a 
big push on world chemical mar- 
kets. How long before they'll lock 
horns with U.S. producers is any- 
body’s guess. But one thing’s sure 
..» they’re on the move in earnest. 


They’ve bumped up the tempo in the Chemical 
Process Industries, Management’s driving for 
new product uses, w:der distribution, more out- 
put... shoving ahead in plastics, world markets, 
safety and corrosion control. It’s a big, gallop- 
gaited field where profits take root in quick 
obsolescence, better methods and modern, cost- 
cutting equipment, And in this tomorrow-mind- 
ed market, industry leaders rely on CHEMICAL 
Weex for the practical dollar perspective which 
underpins sound plans and operations. 


Incisive, interpretive, information-packed . . . 
CHEMICAL WEEK provides an accurate prognosis 
of CPI conditions for the chemical businessman, 
That’s why it’s so thoroughly read and quoted 
at all levels. It stethoscopes the market in every 
area of executive interest , . . from laboratory 
to pilot plant to front office and full-stage com- 
mercial production. And that’s why you'll find 
CHEMICAL WEEK a consistent list-topper on the 
’55 schedules of so many successful CPI adver- 
tisers. It’s process management’s own magezine. 


ALERT MANAGEMENT pays more attention to corrosion control these days. Here’s Frank LaQue, Interna- 
tional Nickel’s V.P. and Mgr. of Res. and Dev. and one of the nation’s top corrosion experts. Mr. LaQue sized 
up this biggest of CPI headaches in a recent CW interview. On CW, he says .. . “Chemical executives will find 
Chemical Week to be an excellent means of keeping abreast of important developments in this industry.” 


management, and... Chemical Week 


in the chemical process industries . . . it’s management’s own magazine 
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McGRAW-HILL BUILDING, NEW YORK 36, N. Y. 


here’s a triple-action 
Sales stimulant 


increase sales to active customers 


“ ? 


obtain new, profitable customers. 


awaken dormant customers to action 


After a simple preliminary evaluation of your overall 
sales effort, you can easily and economically initiate a 
procedure that will be instantly productive for your 
operation. 

A 26-page handbook of proved-in-practice methods 
to accumulate and visualize the data needed to promote 
profitable sales is yours for the asking. Carefully and 
systematically organized by leading business analysts, 
this colorful brochure outlines sales stimulants em- 
ployed by many of the nation’s most successful busi- 
nesses . . . listed on the back cover of the brochure. 
Included is a handy check list to help you quickly 
analyze the specific, characteristic needs of your par- 
ticular business. 

Mail the coupon today for your personal copy of this 
informative brochure. There is no obligation, of course. 


‘ie 


Room 1181, 315 Fourth Avenue, New York 10,N. Y. 


Please send me a free copy of handbook KD524 
“How to Increase Profitable Sales” 


NAME & TITLE 


FIRM NAME 


STREET & NO 


| LETTERS 


| 


ing their advertising was concerned. 
Also, five or six men from the agency 
would be dealing with one man from a 
magazine or newspaper. It just didn’t 
make sense. Now, nobody in media, and 
no account executive, discusses media 
merchandising with (media) salesmen. 
We have a chance to present the client- 
thinking to the publication and work out 
one campaign which takes into account 
client problems and the real limitations of 
budget and manpower existing with each 
media. We feel we are helping media 
with our clients and their sales forces. 
We're not perfect. But we have cut 
down on waste and needless effort. And 
we're convinced that specific media mer- 
chandising plans, carefully worked out 
and executed, can help client salesmen to 
sell. 


We have discussed that with many 
media representatives; if we missed 
Parade, 1 apologize to Mr. Moses. 


I doubt very much whether agencies are 
trying to replace the functions of sales- 
men. We find that the right effort in this 
field can help them. 


Hal Davis 


Vice-President 
New York, N. Y. 


THE 20 COMMANDMENTS 


I'd like to compliment you on the Dec. 
1 issue of SM. It just happened to hit me 
with a number of timely and pertinent 
stories. 


We are trying to combat price cutting 
and have for about six months kept up 
a flow of material to our distributor sales- 
men. I’d like very much to send them 
the Arthur Hood article, “Twenty Things 
to Do Before Cutting a Price” (p. 62). 
Please rush 950 reprints. 


This is the time to comment, too, on 
the scored pages. I like them very much; 
it makes the articles doubly useful in 
that they can be read while still attached 
in magazine form and they can be dis- 
tributed easily and quickly afterwards 
throughout our organization as individ- 
ual articles. . . . But as long as you are 
taking the step, let’s make sure that the 
pages do tear out easily. 


H. B. Brown, jr. 


General Sales Manager 
Superior Tube Co. 
Norristown, Pa. 


... AND FROM THE AUTHOR 


One sales manager in Philadelphia told 
me that after he had received your Dec. 
1 issue he had torn out the page carry- 
ing the 20 points (p. 62), had it mounted 
by his telephone and every time he gets 
a price quotation call he moves it over 
by the telephone. I got a kick out of 
that! 


Arthur A. Hood 


Editor 

American Lumberman & Building 
Products Merchandiser 

Chicago, Ill. 
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your Federated family 
_ has a *164,300,000 

_ annual food 
| budget 


ONE OF THE BIGGEST 
FOOD CUSTOMERS IN 


THE MIDWEST... 


189,000 households . . . and a Federated 
Publication is a member of each family! 
Four great newspapers can deliver this 
rich food market to you everyday. 


LANSING, the State Capital of 
Michigan—The State Journal 
family is a big one . . . 62,000 
households with 200,000 mouths 
to feed 67,890,000 meals a year. 
Their last year’s grocery bill? 
Just $58,000,000. Are you selling 
them in the State Journal? 


GRAND RAPIDS, the Furniture 
City of Michigan—50,000 Herald 
families spent a whopping $45,- 
000,000 on groceries last year. 
This Western Michigan family of 
Herald readers buys brand mer- 
chandise advertised in the Friday 
food pages of the Herald. 


BATTLE CREEK, the Cereal City 
of Michigan—One of the best 
food markets in Michigan. The 
city that taught America how to 
eat breakfast. The 36,000 En- 
quirer and News families budg- 
eted $35,000,000 for groceries last 
year. Did you sell them through 
their only family newspaper? 


LAFAYETTE, Indiana’s Star City 
—Down along the banks of the 
Wabash the Lafayette Journal 
and Courier family spends $26,- 
000,000 a year for their daily 
bread . . . 41,000 regular readers, 
high income buying units, can be 
sold through the food pages of 
the Journal and Courier. 


JANUARY 15, 


Steady Sales Require a 


No evidence in reader traffic scores 
of seasonal highs and lows 


AVERAGE MONTHLY “READ MOST” READERSHIP SCORES 
Bdvermremenn a ae prone 1947.0952 


a ee ee ee 
AVERAGE - 
MONTHLY 

“READ MOST” 

READERSHIP 
SCORES 


Advertisements in 
Power for six years 


An analysis of “read most”’ scores for a six-year 
period reveals that there is no high or low pat- 
tern of readership among those who read busi- 
ness magazine advertising. Reader traffic is de- 
pendent on reader interest —not upon seasonal 
variation in readership. (McGraw-Hill Research 
Data Sheet #5123.) 


Advertise 


When you support the calling power of a hard- 
hitting sales staff with business publication ad- 
vertising, make sure that your program is ade- 
quate and aggressive. 

Advertising, like selling, cannot exist on mem- 
ory. And, like selling, it must be consistent and 
continuous for greatest results. Prospects must 
constantly be called upon, cultivated and condi- 
tioned by advertising as well as by salesmen. 
The old conception that there are seasonal 
slumps in business magazine readership is a 
fallacy. The facts are 


. that interrupted schedules reduce advertis- 
ing impact, while continuous schedules ac- 
tually increase advertising recognition and 
readership. 


Interrupted schedules reduce 
advertising impact 


AVERAGE READERSHIP OF ADVERTISEMENTS BY THE 
NUMBER OF MONTHLY ISSUES USED BY ADVERTISERS 


oF 
USED 


* READERSHIP SCORES used in this analysis are bosed on data developed by Danie! 
Starch and staff through persenal interviews of readers Field interviews conducted 
1 400 readers through the issues page by page and osked in each cose 


“DID YOU READ HALF OR MORE OF THIS ADVERTISEMENT?” 


Ananalysis of 2,400 Starch Readership scores of 
one-page ads in the 1952 issues of two McGraw- 
Hill publications showed that interrupting a 
12-month schedule could reduce the readership 
score for each ad by 6% and increase the cost 
per reader by 9%. Consistent advertisers get 
greater impact at lower cost per reader. (Data 
Sheet #5126.) 


Interrupted schedules —product by product— 
reduce advertising impact 


INDEX OF “NOTED” READERSHIP SCORES OF 479 ONE-PAGE ADS IN 
FACTORY MANAGEMENT AND MAINTENANCE 1952-53. 


index: 100= average score on each product for advertisers who used twelve months of the year ) 


Used o!! issues of year 


[Used all issues obyeor In 


Lubricants 


Ratings for 479 one-page ads in a McGraw-Hill 
magazine were studied. In each case the continu- 
ous 12-month advertiser scored higher visibility 
per advertisement. 11-month advertisers scored 
higher than 6-time advertisers and served to 
pull up the average of less-than-12-time adver- 
tisers. (Data Sheet #5128.) 


SALES MANAGEMENT 


Steady Advertising Program 


Every Month During 1955! 


. . that vacations reduce summer readership by 
less than one percent. 


. that consistent, continuous advertising is a 
very effective means of leveling off seasonal 
hills and valleys in sales. 


. that variation in response depends upon the 
message, not when it appears. 


The studies illustrated in this advertisement 
are discussed more fully in our Research Depart- 
ment’s Laboratory of Advertising Performance 
Data Sheets. If you want these Data Sheets, 
or would like information on other subjects 
related to business magazine advertising per- 
formance and effectiveness, ask your McGraw- 
Hill man. 


McGRAW-HILL _~ 


McGRAW-HILL & 


PUBLISHING COMPANY, INCORPORATED ES 


App 330 West 42nd Street, New York 36, N. Y. @ 


OVER A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ MCGRAW-HILL PUBLICATIONS 


Readership increased when advertisers 
changed to full-year schedules 


AVERAGE READERSHIP OF EACH ADVERTISEMENT INCREASES FOR ADVERTISERS 
CHANGING FROM A PART-YEAR SCHEDULE TO A FULL-YEAR SCHEDULE 


Average Readership’ score of the 
advertisements in 1952 100 

Publication A 

47 Starched ads of 8 advertners who 

appeared in less than 12 months of 


1952 


5! ads of the same 


8) ods of the some 7 advertisers 
@ppeoring in ail 12 months of 1953. 


Readership ratings of all advertisers in two 
McGraw-Hill publications who used part-year 
discontinuous schedules in 1952 and expanded 
to full-year schedules in 1953 showed that adver- 
tisers using continuous full-year schedules aver- 
aged 28 % greater readership per advertisement. 
(Data Sheet #5127.) 
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Editorial surveys show consistent readership 
of business magazines 


INDEX OF THE AVERAGE READERSHIP PER PAGE 
(Based on the “Read half or more” score of each article) 


wermmam ADR|| 100 


interviewed 


6 studies 1,636 
subscribers } Yy 97 


interviewed 


7 studies 1,972 


eoieem OCTOBER 97 


interviewed 


(100 = Index of average per cent of subscribers interviewed 
who read half or more of each article in April issues 


Eighteen studies, covering interviews with 
4,862 subscribers to McGraw-Hill magazines, 
indicate steady readership without regard to 
season throughout the entire year. (Data Sheet 
#5124.) 


Whither are you tending, farmer? 
Which way are you going? 

We think it’s up. And up and up— 
and up some more! 

Specifically, to a 25% jump in net 
income if you’re an average farmer. 

This conviction is based on the esti- 
mates of experts—top farmers, scien- 
tists, forward-looking farm leaders. 


They reckoned in precise detail how 
many more bushels, pounds and gal- 
lons per man you must produce to be- 
come the better farmer you should be 
—using only the better farming tools 
within your reach right now. 


So, in current issues of Better Farm- 
ing, we’re challenging you with 
these better farming goals. In ev- 


Now... 


QUO VADIS, 


ery issue of Better Farming for 
years to come, we'll be informing 
you, enticing you, bedeviling you 
—and inexorably convincing you 
that you should wrest every last 
cent from every last particle of 
earth you own. 


If we seem to be presumptuous about 
our ultimate success, we refer you to 
Country Gentleman’s hundred-year rec- 
ord of accomplishments in promoting 
farm progress. When we go into action, 
we usually get action. That’s why we’re 
so sure that Better Farming is going to 
make you make more money, however 
much you resist. 


And how about you city folks with 


goods to sell? As you less rustic read- 
ers have certainly discerned by now, 


2 


Country Gentleman’s 


SALES MANAGEMENT 


| AGRICOLA? 


this message is a stratagem. Other- 
wise, we’d never squander such a 
patently rural story on an almost 
completely urban audience. 


Our hope is that you city folks 
recognize the profitable connection 
between this better farming crusade 
and the products which you make, 
sell and advertise. 


For it’s going to take a heap more 
of those better farming tools to ele- 
vate every average farmer to top 
farmer status. And top farmers make 
more money, so naturally they, too, 
buy more tools. 


What better place, then, to advertise 
those better farming tools of yours 
than in the magazine that’s inspiring 


this new era— Better Farming? 


Better farming invariably leads to 
better farm living—and better farm liv- 
ing calls for everything from interior 
decorating to home hair-dos, from 
dishwashers to liability insurance. 


What better place, then, to advertise 
your better farm living tools than in 
the magazine that’s setting up the 
better living goals for modern Rural 
America— Better Farming? 


Quo vadis, Mr. Advertiser? 
Which way are you going? We can 
promise you it’ll be almighty profit- 
able to head our way .. . to stake your 
claim now on the great farm market 
that’s going to get better and better— 
through Better Farming! 


name and aim are the same... 


Better Farming 


A Curtis publication 
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N KW STUDY a nd S Kk RVICE of front-rank importance 


to Sales Managers, Research, Marketing, Merchandising and Advertising Executives— 


Th | 
Te AMERICAN WEEKLY'S 


ECONOMIC GEIGER COUNTER’ 


locates sales, and measures sales progress for all retail 
grocery stores and super markets—on a current basis 


gives the number of super markets county-by-county 
as of January 1, 1954 


estimates super market sales by county for 1953 


estimates 1953 sales for all retail grocery stores on a 
county basis 


provides a county-by-county index of grocery store 
sales potentials 


6. shows the upward or downward trend of each county 
based on changes from 1948 to 1953. 


|) the past two years, the Marketing Division of The 
American Weekly has been studying developments in the 
food field, specifically grocery store and super market sales. 


Since 1948, date of the last government census of retail trade, 
vast changes have taken place in grocery retailing—and in 
America. 


The rise of the super market is particularly impressive— 
reflecting new patterns in family living and purchasing. 


Realizing that these changes have made obsolete 1948 market 
data, The American Weekly —as a service to its advertisers — 
undertook this vast study of the retail grocery field. We have 
analyzed both the “where” and “how much” of grocery store 
sales—giving particular emphasis to super markets—on a 
county-by-county basis. 


THE RESULTS OF THE AMERICAN 
WEEKLY STUDY... are available only through per- 
sonal presentation by your American Weekly representa- 
tive. Phone or write for a demonstration of how The 
American Weekly’s Economic Geiger Counter can help 
increase your company’s marketing efficiency—and profits! 


Wi 


MARKET 


> 
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SUPER MARKETS—UP! UP! UP! Super markets have quadrupled in numbers 
since 1939, and are currently doing eight times the dollar vo!ume. On the 
overage, one super morket tokes in $920,000 annually ...is worth 17 
non-super market grocery stores. 


SUPER MARKETS MEAN SELF-SERVICE! Estimates show that 80% of all 
retail grocery sales are of the self-service type. Under self-service, 
pre-selling through advertising is essential. As self-service—and super 
markets —grow, the need for advertising increases. 


x. . } 
WONDERFUL CLIMATE FOR FOOD ADVERTISERS. The editorial menu of 
The American Weekly stimulates appetites and sales... offers more 
superb food linage—and in greater quantity—than any other national 
magazine, Sunday or weekly. 


AAMERICAN WEERLY 


63 Vesey Street, New York 7, N. Y. 


ATLANTA BOSTON CHICAGO CLEVELAND DETROIT LOS ANGELES SAN FRANCISCO 
101 Marietta Street 8 Newbury Street Hearst Building 1556 Hanna Building General Motors Building 2980 Wilshire Boulevard 1020 Hearst Building 


ALBANY TIMES-UNION, BALTIMORE AMERICAN, BOSTON ADVERTISER, BUFFALO COURIER-EXPRESS, CHICAGO AMERICAN, CINCINNATI ENQUIRER, CLEVELAND PLAIN DEALER, CORPUS CHRIST! CALLER TIMES, DALLAS TIMES HERALD, DETROIT TIMES, HOUSTON 
CHRONICLE, HUNTINGTON, W. VA. HERALD-ADVERTISER, KNOXVILLE JOURNAL, LOS ANGELES EXAMINER, MIAMI HERALD, MILWAUKEE SENTINEL, NEW ORLEANS [TEM, NEW YORK JOURNAL-AMERICAN, PHILADELPHIA BULLETIN, PITTSBURGH SUN -TELEGRAPH, 
PORTLAND OREGONIAN, ST. LOUIS GLOBE-DEMOCRAT, ST. PAUL PIONEER PRESS, SAN ANTONIO LIGHT, SAN FRANCISCO EXAMINER, SEATTLE POST-INTELLIGENCER, SYRACUSE HERALD-AMERICAN, WASHINGTON, D.C., POST & TIMES-HERALD, WICHITA BEACON 
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New Concept 


in Comfort 


The Capital Viscount* is indeed a new concept in 
passenger comfort. Never before have you experienced 
flight so swift, yet so pleasantly free from disturbing 
noise and vibration. 


Inside the Viscount, you'll enjoy the panoramic view 
from large picture windows, the perfect pressurization 
and air-conditioning, and the unique fold-away table 
at each deep-cushioned seat. The cuiet elegance of 
the Viscount is a luxury once known — never forgotten. 


*Pronounced Vi-Count 


The Viscount — powered by four Rolls-Royce 
propeller-turbine (turbo-prop) engines and 
proved by more than 100 million safe 
passenger hours — will be 

serving Capital cities soon. 

Watch for the announcement. 


SWIFT, SMOOTH, SILENT, SURE... 
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CHOOSE YOUR SEAT... this is the View-Master theater which 
goes with the junior projector. With it any kid can operate his own 
movie house—and charge admissions! 


Theater for the Kids: 


Grandma Knew Its Cousin 


What’s new in an idea that had long gray whiskers even in grand- 
mother’s time? Plenty, if you look for the answer in the modernistic 
plant (where nothing but up-to-the-minute ideas are the order of the 
day) of Sawyer’s, Inc., just outside the city limits of Portland, Ore. 
It’s the company that manufactures View-Master, now a world-wide 
trade name, meaning 3-D pictures you take yourself and view with 
the aid of a 3-D projector, the whole kit strictly low-budget. View- 
Master even brought 3-D to Africa long before Hollywood “dis- 
covered” it. It’s grandma’s old-fashioned stereopticon completely 
modernized, of course, and merchandised. But that’s only step No. 1. 


Top men at Sawyer’s readily admit they’ve heard there is “nothing 
new under the sun.” However, they also insist that there are new 
variations on the old themes every day. This results in a steadv flow 
of new ideas (including those concerning merchandising) daily to the 
Portland post office from nearly every part of the free world. 


And what’s the latest? It’s so new it is just beginning to prove it 
is a brother to a long line of View-Master (Sawyer) successes. It 
takes advantage of the latest U. S. craze, do-it-yourself, and is an 
idea that has intrigued youngsters of every nation since there were 
youngsters. Added to that, it’s the piéce de résistance of another old- 
fashioned children’s game—a show for which they can sell tickets 
for a penny each (or more in these inflated times), have their own 
ushers, ticket takers, etc. The idea, with its twofold appeal in a new 
dress (with apologies to grandma), sounded like a natural to the 
manufacturers of View-Master: a miniature theater, 18” x 22”, with 
a specially treated screen to show 3-D slides, and other extras that 
appeal to children. It is printed, and punched where necessary, on 
white corrugated stock; a six-year-old can put it together in a few 
minutes. 
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they Buy More because they Have More! 


@ Yes, whether it’s ice skates, skis, sleds or bicycles, they 
do buy more in Indianapolis because people have more to 
spend. The average income per family in this big market 


is $6,593 annually, 25.7% above the national average and 


' 7th among cities of 600,000 population and over.* And 


that’s not all—look at these other important market ad- 


vantages in Indianapolis: 


> It’s Bic . . . with a population of 600,000 


> It’s Sreapy . . . unsurpassed for diversification and 


balance of industry and agriculture 


> It’s Eastty REACHED . . . you get saturation coverage of 
the metropolitan area, plus an effective bonus coverage of 
the 44 surrounding counties in The Star and The News. 


Write for complete market data today. 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


* Consumer Income Supplement, 1954, Standard Rate & Data Service 


THE INDIANAPOLIS STAR @ 


YOUR Fees! TEAM FOR SALES. IN 


THE INDIANAPOLIS NEWS =< 
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LOUISVILLE BELONGS 
ON ANY 
SUPPLEMENT SCHEDULE 


DID YOU KNOW ? 


Louisville is the 2nd largest U.S. mar- 
ket offering supplement advertising— 
yet not served by one of the 3 national 
supplements. Louisville (Pop. 598,000) 
is larger than 12 of This Week markets, 
ranks next to Miami among American 
Weekly markets, and is larger than al! 
but 8 of the 38 Parade markets. 


Send for your free copy of a new 
factual study of new: supple- 
ments. Write to: Pro Depart- 
ment, The Courler-Journal, Loulsville 
2, Kentucky. 


* THE LOUISVILLE 


Courier-Journal 


SUNDAY MAGAZINE 


Sunday Courier-Journal Circulation 
303,2 ¢ Member of The Locaily- 
Edited Group « Represented Nation- 
ally by The Branham Company. 


In the heart 
of St. Louis 


a short hop from any spot in the city 


ss “fMaufair 
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The bonus-to-the-kids idea isn’t fundamentally new, either. ‘The 
butcher formerly gave a free wiener to the youngsters when mamma 
paid the bill. That was before high costs and high taxes. But it 
certainly helped sell steaks and prime roasts. So, said Sawyer, why 
not the same idea to sel! $9.95 junior projectors by View- Master and 


as alwaye follows, reels of 3-D pictures for 35 cents per reel or three 
for $1? 


But nowadays the butcher doesn’t give wieners. View-Master 
couldn’t give little theaters away, either. And the theater is packed 
in a costly big envelope colorfully printed to serve as part of world- 
wide dealer displays. No giveaway, it is priced at $1.65. The com- 
pany sent the first few packets to dealers Oct. 1, 1954. 


Kids loved it. It makes a game of showing the hundreds of reels of 
3-D View-Master pictures which range from cowboy, circus and 
outer space types to the Arabian nights, fairy tales and Christmas 
scenes. The View-Master junior projector became a gadget for a 
children’s game rather than something with a major appeal to parents 
—who in many instances have the View-Master, stereo camera that 
can take 3-D pictures for the family’s own reels. 


. . + S.R.O. Only 


Strictly a sales gimmick which proved its potential early, it has 
several other gimmicks of its own besides the 18” x 22” theater with 
real screen and backdrops: a marquee, roof sign with a place for the 
“owner's” name, 14 admission tickets, two ushers’ badges, a door- 
man’s badge, an operator’s badge, a stand-up auto to place outside 
the theater and even a girl carrying a sign “show opens in 5 minutes.” 


Promotion went out Oct. 1 and by the end of November orders 
were arriving at the Portland plant by the thousands. Even before 
initial results were tabulated for the Christmas season, John Hunt, 
advertising manager, could breathe easily and relax with the pre- 
diction that “we will have sold 100,000 of the theaters before we're 
well through 1955.” How many extra projectors (and even cameras 
for Mom and Pop) will be solid as a result of the theater is as yet 
unpredictable, but the percentage indicated so far has the Portland 
company enthusiastically checking on the savings in larger mass- 
buying of raw materials. It will be another year before results can 
be completely tabulated, but if grandma’s meat man could sell more 
steaks by giving away a wiener, the good modern merchandiser can 
build extra trade with a few hunks of carboard the customer gladly 
pays $1.65 cents for. 


Dealers got a real break in the price set-up and used it to advan- 
tage: This Christmas they had three packages—a price for everyone 
—to offer. The first was the economy deal. For $3.00 there was a gift 
for either boys or girls. It was predicated on the assumption that the 
kids already had a Junior Projector and it provided 3-D films for it. 


For just under $12, if they had View-Master reels, there was the 
Junior Projector and with it Snow White or Roy Rogers. For slightly 
under $15 there was a big package; the Projector came with special 
3-D’s for the boys and a different set for the girls—enough entertain- 
ment to last hours. 


Parents have mentioned that the little theater has caused TV sets 
to go neglected. The kids learned something for themselves and with 
a little adult guidance some kids even used their new playthings to 
earn monev for worthy causes. One lad gave shows and turned over 
his earnings to the Heart Fund. Others, of course, decided that 
charity began at home and hundreds of piggy banks are the richer 
for the realization. 
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Heating OE CHOICE in the 


Piping. & | . industrial-large building 
‘Air conditioning field. 


Paid Circulation 


Size up its circulation, and you'll agree HEATING, 
PIPING & AIR CONDITIONING is the stand-out book. 


Not only does HP&AC deliver the most circulation, 
it is the only FULLY paid (ABC) circulation magazine in 
its field. 


Subscribers are the engineers and contractors who 
design, install, and maintain industrial and other large build- 
ing heating, piping and air conditioning systems. Reach them 
through HP&AC — the book they PAY to read —and you 
cover without waste the purchase-control factors of this tre- 


mendous market. 


Leadership in circulation is but one of many “tangi- 
bles” which individually testify to HP&AC’s value as an Circulation Growth 
advertising medium. Collectively, these “tangible measures” 


As the field it serves has grown, so has 
prove conclusively the No. 1 position of HP&AC. HP&AC. Advertisers using this pace-set- 


ting book can count on effective market 
penetration year in, year out. 


KEENEY PUBLISHING 6N. Michigan, Chicago 


@ Aik CONDITIONING HEADQUARTERS 


NEW YORK: 1734 Grand Central Terminal CLEVELAND HEIGHTS: 3734 Woodridge Rd. LOS ANGELES: 672 S. LaFayette Park Place 


ist in Reader Preference | ist ‘1 Editorial Volume 


Year in, year out, HP&AC has a high renewal HP&AC has the greatest editorial content. 
rate. Subscribers rely on it as “the field's Carries monthly the Journal of the American 
authority in print.” Society of Heating and Ventilating Engineers. 


J ist in Advertisers Acceptance ist = Advertising Volume 


More companies advertise in HP&AC. In addi- HP&AC carries more pages of advertising. 


tion, HP&AC is used exclusively in its field by Significant is the steady growth in this re- 
more advertisers. spect, too. 
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Ww syndicated TV series 


HOMER BELL” 


You feel its heartwarming humanity and enjoy its 
happy twists of plot. And no one in all the world of 
the theatre so captures that.“‘feel of America’’, makes 
it live so lovably, so genially, so memorably as Gene 


Lockhart. 


Through 39 half hour episodes, he lives to the full 
the home and professional life of a fine engaging man. 
And he creates a warm response for your name and 
your product. 


NBC FILM DIVISION 


SERVING ALL SPONSORS ... SERVING ALL STATIONS 
hese ‘EEGs 2] 30 Rockefeller Plaza, N. Y. 20 

; Oe we es Sa Merchandise Mart, Chicago, Ill. * Sunset & Vine Sts., Hollywood, Calif. 
SS In Canada: RCA Victor, 225 Mutual St., Toronto; 1551 Bishop St., Montreal 
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You just want the 


FACTS! 


l. case you think of Iowa as a farm state exclusively, 
and that Iowans are less interested in TV than 

big-city folks, study these figures from 1954 lowa 

Radio and Television Audience Survey! (And remember 
that as of March, 1954, 59.6% of all homes in 

lowa had television sets — one-fourth of which had been 


purchased less than six months previously!) 


NUMBER OF HOURS AVERAGE TV SET OWNER SPENDS USING TV, WEEK DAYS 


TOTAL AVERAGE AVERAGE 
(Average Woman Man 
Weekdays, Averages: Home) Over 18 Over 18 


Urban 11.25 hrs. 4.41 hrs. 2.96 hrs. 

Village 11.70 hrs. 5.03 hrs. 3.00 hrs. 

Farm 13.20 hrs. 5.13 hrs. 3.64 hrs. 
WHO-TV reaches 280,250 television sets in Central lowa — 
owned by 566,300 city people, 545,100 rural people. 


Get all the facts from Free & Peters! 


WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TYV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 


§ WHO-TV 


WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 


WHO-TV 


Channel 13 » Des Moines + NBC 


Col. B. j. Palmer, President 
P 
National Representatives 


. A. Loyet, Resident Manager 
Free & Peters, Inc. 


SALES MANAGEMENT 


COMMENT 


Who'll Guarantee Annual Wage? 


When Henry Ford, in 1914, shocked his fellow employers and 
the general public by setting the daily wage of his factory employes 
at $5 a day, he made marketing history. Purchasing power was not 
automatically raised, but it was much more widely distributed be- 
cause thousands of workers had extra dollars to spend in their com- 
munities. We don’t foresee anything nearly as drastic in the coming 
of what is loosely referred to as “the guaranteed annual wage.”’ The 
effect, however, on today’s economy can be far more significant than 
the $5-a-day minimum in Henry Ford’s prime. 


It is sales that must bring in the money to run every business, so 
sales has an extraordinarily large stake in the outcome of the de- 
mands, made mainly by Walter Reuther, for a guaranteed 52-week 
income. The views of top management-minded sales management 
should be heard in top management circles and should carry the 
weight they deserve. Whether they do is entirely up to the caliber 
of the sales executive who heads his company’s sales force, and his 
familiarity with broad company issues, and with the soundness of 
his judgment. 


The movement for the guaranteed annual wage—or what Walter 
Reuther would prefer to call “guaranteed employment’— is no idle 
dream of an ambitious labor leader. Steel magazine’s astute Detroit 
observer, writing in the Jan. 3 issue, says: 


“Little brother Reuther is no longer happy with an occasional 
ticket to the movies. He wants an expensive season pass. A possibility 
for 1955: He may get it or something approaching it.” 


Chrysler found out several years ago how disastrous a long strike 
can be in supplying and keeping customers sold. It is not likely that 
either General Motors or Ford, especially in the Chevrolet and Ford 
Divisions, will do anything to upset their fantastically vigorous sales 
competition for leadership. 


“To understand,” continues Steel’s Detroit observer, ‘““why auto- 
makers may make good Mr. Reuther’s boast with something that will 
at least start a wedge in the guaranteed annual wage door, the 
exigencies of competition rather than the theoretical consequences 
of an annual wage guarantee must be emphasized. Put yourself in 
the position of Ford Motor Co., the firm that probably will be 
tapped first because of its aggressive position and size.” 


Ford is most anxious to maintain its hard won second place (and 
it may turn out to have been No. | in Ford over Chevvy in 1954 
for the first time since 1935). So labor is most likely to wring some 
version of the guaranteed annual wage from Ford. Next, obviously, 
would be General Motors, best able to afford the guaranteed annual 
wage. 


There is nothing new about the idea of the guaranteed annual 
wage, nor its aceptance, in various forms, by a number of concerns. 
Some packing house workers have had a 36-hour week guarantee for 
the past decade. Reuther wants 40 hours of pay for any employe who 
is called to work for any part of a single week. His general goal i 
a maximum guarantee of 52 weeks of work after a worker has been 
on the job for two full years. The climate for labor negotiation 
today is entirely different from what it was only 10 years ago, and 
especially before World War II. Management is probably inclined 
to be less doctrinaire. In the automotive industry, for example, Steel's 
observer points out “because of consumer demand, capacity to pro- 
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Oh, Vea... Be With You in a 
Minute...Saw Your New 
Product Advertised in our 


STATE MEDICAL JOURNAL! 


YOUR DETAIL MAN will find more 
open doors where advertising in 
STATE MEDICAL JOURNALS par- 
allels his efforts. For the impact of each 
STATE MEDICAL JOURNAL is on 
the local level — and the doctor buys 
at the local level. 

Constant reader interest is assured 
in State Journals — both by the high 
standards of original manuscripts’ and 
advertising? and by the home-state 
character of the news and views in 
every issue. 

Will the doctor see YOUR PROD- 
UCT STORY in his own State Medical 
Journal? He will be seeing most of 
the manufacturers’ names he writes 
most often! 

Easy One-Stop Handling — One Contract! 

One Original Plate! One Statement! 
See our Statistical Study. 
2Accepted by A.M.A. Councils. 


STATE JOURNAL 
ADVERTISING BUREAU 


ALABAMA— Journal of Med., Assn. of 

ARIZONA— Medicine 

ARKANSAS— Med. Society, Journal of 

CONNECTICUT—Stote Med. Journal 
DELAWARE— Med. Journal 

DISTRICT OF COLUMBIA—Med. Annals of, 
FLORIDA— Med. Assn., Journal of 

GEORGIA— Journol of ‘ exepe Assn. of 

HAWAII— Med. 

INDIANA— Stote Med. es Journal of 

1owa— ., Journ 

KANSAS -- 


. Journal 
LOUISIANA.—Journal of State Med. Society 
MAINE— Med. Assn., Journal of the 
MARYLAND — Medico! Journal 
MICHIGAN— Stote Med. Soc., Journal of 

Medicine 


PENNSYLVANIA— Med. Journa’ 
IOCKY MOUNTAIN—Med. ar (Cole, 
Utoh, Wyo., New Mex., Mont, 
SOUTH CAROLINA—Med. Assn, Journal of 
SOUTH DAKOTA— Journal of Med. 
TENNESSEE—State Med. Assn., Journal of 
TEXAS STATE— Journal of Med. 
VIRGINIA — Med. Monthly 


DETROIT IS VIBRATING from the There s 

terrific impact that booming sales of its 

new-car models have made on produc- 

tion schedules. Output is being stepped u 5 R ‘ N 4 

up beyond original planning to fill 

current orders and keep dealers’ show- z i 

rooms stocked. In anticipation of the in Detroit today! 

greatest sales-leadership race in auto- ° 

motive history, the Big Three are pre- 

paring for all-out campaigning, and 

capacity operations. As a result, factory employment in 
Detroit has already been upped by 


85,000 in two months, and factory pay- 
checks are now averaging $95 weekly! 


> nn 


—, 
What a market Detroit is for all 
AUTO MOBILE products! And what a medium The 
é Detroit News is for all advertisers! The 
‘s PRODU CTION s Detroit News reaches the most readers 


in the 6-county trading area where pop- 
hie AR ulation is densest and business volume is 


greatest. That’s why The News carries 
CAPACITY more advertising linage than the other 


two Detroit newspapers combined! 


The Detroit News 


THE HOME NEWSPAPER 
Weekday Circulation 442,656—Sunday Circulation 549,629 ABC 9/30/54 


Eastern Office: 110 £. 42nd St., New York 17 + Miami Beach, Florida: The Leonard Co., 311 Lincoln Road 
Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, tll. + Pacific Coast: 785 Morket Street, San Francisco, Calif. 


SALES MANAGEMENT 


duce around 7 million units annually is pushed to the limit during 
the first half, but fixed overhead lies fallow during the second half 
to net 5-6 million units for the year.” Obviously, the guaranteed 
annual wage, if it is to be economically feasible, will automatically 
force factories to level out their production. And it follows, naturally, 
that marketers must find a way to persuade their consumers, who are 
someone’s employes on the most part, tc: make their purchases at fairly 
even rates throughout the year. 


From a marketing point of view, is there anything wrong with 
using the tools of marketing to spread production over a whole year? 
Surely the economics of both production and marketing would favor 
such a course. 


It has been a fairly long time since we accepted the principle that 
factory workers are entitled to build up, during employment, certain 
funds to be used for payment of unemployment benefits. Essentially, 
this is a negative approach to the idea of maintaining the individual 
consumer’s income. The idea of the guaranteed annual wage—or 
guaranteed employment—is a much more positive approach to assur- 
ing people that it is possible to have a minimum leve! of income 
throughout the year. 


The big objection, of course, to the guaranteed annual wage is 
the obligation the employer assumes. It would be another factor in 
raising, perhaps drastically, the break-even point. In America, at 
least, improved technology so far has been able to overcome all of the 
additional burdens management has gradually assumed, usually un- 
willingly at the start. It was heresy not so long ago for anyone to 
suggest that employes were entitled to ask—or receive—a share of 
the “profits” from the annual increase in productivity. Now this is 
a well accepted reason for an annual increase in hourly wage rates. 


A guaranteed annual! wage is not going to come overnight nor is 
it necessarily going to come along present proposals by labor. There 
seems little doubt, however, that some variation of it will become a 
permanent part of our business life. The money can’t be paid out 
until the sales department brings it in. So we suggest that all of us 
become more fully acquainted with all the factors involved in the 
agitation for guaranteed employment. Whether we like it or not, 
we are going to have to deal with it and deal with it constructively. 


Are You Under Contract? 


Most of us in selling probably will work an entire lifetime with 
an employment contract as simple as a few spoken words and a warm 
handshake. It is a tribute to all of us that our mutual faith is such 
that verbal employment contracts for salesmen and managers work 
out so well. 


There are, however, a number of reasons why it may be advan- 
tageous to both company and sales executive to have employment 
terms in writing. The National Industrial Conference Board has 
just brought out a useful discussion of “Executive Employment 
Contracts.” One reason executives have written contracts with the 
head of their company: the firm’s desire that these key executives 
perform certain functions some years hence, largely in anticipation of 
gradual retirement. Today’s chief executive may not be in charge 
five or 10 years hence; in this day of mergers new owners may be 
in control. Consequently verbal contracts of employment, especially 
for those in higher income brackets, may not be of advantage to the 
sales executive. 


You will find NICB’s “Executive Employment Contracts” useful, 
especially so if you are considering a change of employment. If you 
are being sought, rather than seeking the job, you will undoubtedly 
find it easier to secure beneficial terms and to get them set down in 
writing for your protection. 
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Stickin. Around 
with KLEEN-STIK 
Say It With KLEEN-STIK! 


Special selling messages—Christmas 
greetings, f’rinstance—take on an 
extra-special flair when they're de- 
signed around the marvelous self- 
stickin’ qualities of KLEEN-STIK. 
This miracle moistureless adhesive 
makes possible *‘out-of-this-world”” 
P.O.P. applications! Just let your 
imagination go, and maybe you can 
come up with an idea like these: 


Spinning 
Santa... 


Santa Claus is *‘in a whirl” on this 
tricky mobile, carrying good will for 
SIMMONS-SISLER CO., St. Louis 
printer and lithographer. To make 
it useful as well as decorative, 
FRANCIS A. HILLIKER added a 
KLEEN-STIK tag bearing this 
clever poem: 


Hang me on your Christmas tree, 
Or from your chandelier. 

Stick me to your mantle, 

I’ll bring a note of cheer. 

Hang me in your doorway, 

I'll make it bright and gay. 

Put me anywhere at all, 

But don’t throw me away! 


Holiday 
“Wine 
SELLER’‘ 


Sales don’t grow on trees for PETRI 
WINE CO., San Francisco—but 
their 1954 Holiday message does! 
Ad Director E, HUGH SMITH really 
*““went the limit”? on this unique 
die-cut tree with its gleaming 
acetate dangler. Strips of handy 
KLEEN-STIK “D’? TAPE, applied 
right in the printer’s plant, make 
it simple to peel ’n press onto any 
fiat surface in the retail store. A 
big hand for VELVETONE CO. and 
BOB BURGAN for a flashy produc- 
tion job! 


Christmas time or any time— 
KLEEN-STIK makes a festive oc- 
casion out of every P.O.P. job! 
Extra selling “punch” for window 
streamers, shelf edgers, die-cut 
signs, bumper strips, and dozens of 
other selling helps, is KLEEN- 
STIK’s “gift” to you, thru your 
regular printer or lithographer. See 
him right away . .. and write away 
for our free “Idea-of-the-Month” 
service —right away! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue « Chicago 1, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 


29 


buying power 


a ST 


ex 
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33 states in per capita Buying Income 

36 states in per capita Retail Sales 

The Spokane Market Beats 37 states in per capita Automotive Store Sales 
41 states in per capita Filling Station Sales 
28 states in per capita Food Store Sales 

43 states in Gross Income per Farm 


SALES MANAGEMENT 


makes a difference 
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Spokane Market different too ! 


AND IT'S ONE OF THE THREE MUST 
MARKETS IN THE PACIFIC NORTHWEST 


The buying power of over a million people is bound to make a big difference—par- 


ticularly when their earnings are above average and when they spend more for retail 
merchandise. 


That's just how it is in the Billion Dollar Spokane Market. One out of every 155 
Americans lives in this rapidly-growing area . . . and one out of every 149 dollars spent 
by Americans for retail goods is spent in Spokane Market stores. 


Neither a one-city nor a one-industry market, Spokane’s “Inland Empire” is larger 
than New England . . . composed of parts of four states geographically integrated as a 
natural “economic area.” The prosperity of its people and its businesses is solidly grounded 
in the stability, productivity and diversity of its basic industries — agriculture, livestock, 
mining, lumbering and manufacturing. 


You reach .. . and sell . . . this great consumer market most et when you 


use the two daily newspapers that have grown with and are accepted as “home-town” 
newspapers the length and breadth of the Inland Empire . . . The Spokesman-Review 
and Spokane Daily Chronicle. 


Combined Daily Circulation Over 160,000—81.84% UN-duplicated 


Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, 
Detroit, Los Angeles, San Francisco, Atlanta. Color Representatives, SUNDAY 
SPOKESMAN-REVIEW. Comic Sections: Metropolitan Group. 
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Copyright 1925, The New Yorker Magazine, lac. 


Ar 4 
New ideas always take shape within a 


small group of men whose task it is to 
spread them and get them accepted by 
the people.’ 


Emery Reves, 


The Anatomy of Peace 


THE 


NEW YORKER 


No. 25 WEST 43nn STREET 
NEW YORK, 36, N. Y. 
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TRENDS 


The Lullaby of the Optimists 


There’s only one thing about the business situation 
which really bothers me—and that is the virtual unanim- 
ity of opinion expressed by leaders of government and 
industry. They say the coming year is going to be the 
best we’ve ever had. As I dictate this, on Jan. 3, the 
New York Herald Tribune has a page-width headline 
in its annual business review, “Economy Due for Best 
Peace-Time Year.” 


Last year the same prophets were pessimistic. SALES 
MANAGEMENT took the opposite view and argued that 
historians, in commenting about 1954, will write, “Never 
before, or since, was so much spoken and written about 
what turned out to be such a slight recession.” 


We're not arguing that because the prophets were 
wrong last year they will be wrong this year with their 
optimistic opinions. But I don’t see anything in the cards 
to justify unbridled optimism and the feeling that your 
business and ours is just plain bound to be better. I can’t 
help but be mindful of the fact that most recessions and 
depressions are the direct result of preceding periods of 
rank optimism. Newton’s third law of physics states that 
actions beget corresponding reactions, and while the law 
doesn’t necessarily apply to business, it usually does work 
out that way because, when businessmen get too optimis- 
tic, they slow down in their planning and their promotion 
and they become wasteful in their expenditures. 


Following the advice of Humphrey B. Neill, the sage . 


philosopher of Saxtons River, Vt., I took advantage of 
the holiday season to go up into the northern Westchester 
woods, where I was isolated from the office and most news 
contacts, to see whether I could come up with a balanced 
opinion about our business. 


Taking the four words—why, what, when, how—I 


tried to jot down the pro and con, so far as we are con- 


cerned, of the generally expressed feeling, ““The coming 


year is going to be the best.” 1954 was our best in both 
circulation and advertising revenue. 


Will 1955 be an even better year for SALES MANAGE- 
MENT? Why? Are readers and advertisers necessarily 
going to call upon us in ever greater numbers—or must 
we be more inventive and more daring? Will the maga- 
zine which was good enough for 1954 be good enough for 
1955? Does the basic product need strengthening and 
improving? Is it packaged as well as it should be? 


Assuming that the prophets are right and general busi- 
ness is going to be substantially better, does this mean, 
to SM’s selfish interests, that it is going to be uniformly 
better throughout the year or spotty by seasons? In other 
words, when will it be better? . . . 1955 can’t be the 
opposite of the best year; that is, it can’t be the worst 
year because the momentum we have built up is too great 
to be reversed rapidly enough to bring on any crisis. But 
how can it be the best year? What will make it best? 


I’m indulging in the personal, which I seldom do on 
this page, merely because what I did I found to be very 
salutary, and I thing that many of our readers might 
benefit by doing the same kind of probing and questioning. 


Rightly or wrongly, I came up with the answer that 
there’s certainly no built-in guarantee that SALes 
MANAGEMENT will have its very best year—but just as 
strongly I feel that this magazine can have its best year 
but only if we set out to make it so by continuing to 
improve every phase of our operations. Consequently I 
am recommending increased budgets for editorial, circula- 
tion, advertising and promotion. 


RCA'S "PROJECT TNT" 


RCA’s bombshell announcement of a slash on $5.95 
records to $3.98 was a belated recognition of a situation 
which manufacturers in many lines are refusing to face: 
the discounters were making it impossible for the average 
merchant to compete. In the case of the high-quality, 
long-playing records, it was no trick at all to buy them 
from the cut-rate stores at $3.50. Now perhaps the dis- 


counters will reduce a few cents more but the spread has 


been narrowed to a point where it will not loom so large 
in the public eye. Most customers are willing to pay a 
slight differential for extra services—but not to the ex- 
tent of 1/3 or more. 


We predict that 1955 will see similar bombshells in 
many industries and every sales executive ought to be 
alert to the possibility that a competitor may let off such 
a blast without advance warning. Filed away in every 
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upper left-hand desk corner should be an answering plan 
embodying adjustments in your own list prices and the 
safeguards you want to set up to protect dealers. 


THROWING OUT THE GOOD 
FOR THE NEW 


An organization called The Foundation for Research 
on Human Behavior held meetings in New York and 
Ann Arbor, Mich., late in November, during which it 
analyzed some of the findings of the continuing studies 
of the Survey Research Center at the University of 
Michigan. One of the subjects was, “Why Do People 
Want to Replace Goods in Satisfactory Working Condi- 
tion?” From studying the answers made by thousands of 
typical consumers, the Foundation discovered that the 
most important reason is the attraction of new features 
and new models. ‘‘Much of the attraction of a new car 
comes from the belief that the latest model has features 
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PERSONAL INCOME 


IN THE U.S. 


IN BILLIONS 
OF DOLLARS 


JFMAMIJASO 


1954 


SOURCE: U.S. DEPARTMENT OF COMMERCE | 
GRAPHIC BY PICK-S, M. Y. 


People can buy, but will they buy? In 1955, more than 
in any other post-war year, they are well stocked with 
almost everything and can “get by” if they don’t like your 
prices or your service or the workings or design of your 
models. What the automobile makers have done in creat- 
ing “newness” is a clue to what others must do. 


PERSONAL SAVINGS 


IN THE U.S. 


36.9 
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which make it far superior to the old model. Refrigerators 
attract replacement buyers through such innovations as 
improved door-shelves and larger freezer compartments. 
Washing machine replacements are still being stimulated 
largely by the desire to switch from non-automatic to 
automatic models, The low replacement demand for 
stoves, on the other hand, is due to the lack of new fea- 
tures which consumers believe are important er attractive.” 


An allied subject covered at the meetings dealt with 
the measurement of saturation. The psychological prin- 
ciple most relevant to saturation is the idea of levels of 
aspiration. Success in achieving a level of aspiration, re- 
sults in the setting of a higher level of aspiration, a new’ 
goal. If any rule could be applied to buying behavior in 
the American economy of the 1950's, it is “The more 
people acquire, the more they want to acquire,” rather 
than to say, ““The more people have, the less they want.” 


Very few foreigners understand or appreciate the 
American system of enforced obsolescence. They consider 
it wasteful. It isn’t wasteful, because it constantly en- 
larges our markets by uncovering lower stratas of buyers. 
The two-year car that is traded in doesn’t go to the junk 
heap but goes instead to a buyer on the next economic 
rung who turns in a six-year old car which in turn goes 
to someone who becomes a car buyer for the first time, etc. 


Let’s summiarize our feelings about the possibilities for 
1955 by saying that very possibly it can be the best year 
—but only if we make it the best year of turning out new 
and improved products and putting vigorous and intelli- 
gent sales push behind them. 


THE PUBLISHER'S RESPONSIBILITY 


Is the publisher of a business magazine sort of a com- 
mon carrier, like the New York Central that guarantees 
to transport a businessman safely from New York to 
Chicago on its Twentieth Century Limited but under- 
takes no responsibility for helping that businessman to 
close a deal when he gets there? Or should the publishing 
organization do things above and beyond furnishing white 
space, and serve as a catalytic agent to fuse the common 
interests of its readers and its advertisers? . . . The 
Coombes family down in Washington, D. C., publishers 
of Mechanization, inclines to the latter idea and is plan- 
ning a Coal Forum next August, designed to bring to- 
gether leading coal mine operators, state and government 
officials, economists, scientists—with the advertisers in 
the magazine. The Coombes’ theory is that in order to 
truly serve an industry, the publisher must be on a per- 
sonal and friendly basis with the leaders of that industry ; 
without that contact the publication does not surely re- 
flect and help, its industry but rather gives only factual 
reports on events as they occur. 


At the Forum, as well as in monthly issues of the 
magazine, an attempt will be made to create a greater 
recognition of coal’s importance to the national economy 
—and particularly to drive the point home to politicians. 
The Forum is part of a “package” which Mechanization 
is offering to its advertisers. Other plus services incl: jc 
information on government purchases and bids, ..arxet 
studies, use of mailing lists, confidential letters, etc.—-10 


features in all. 
PHILIP SALISBURY 
Editor 
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Breakfast food is Hot...in lowa! 


Hotter’n a firecracker... with 73%* of all city 
women, 84.6%* of all farm women readers of 
The Des Moines Sunday Register serving hot 
breakfast foods to their families! Brands? Just 
THE DES MOINES about everybody is represented in this big- 
spending market. And The Des Moines Sunday 
Register does an outstanding selling job with 
REGISTER AND TRIBUNE from 50% to 100% saturation in 81 of lowa’s 
99 counties, 40% to 49% in ten more and better 
An “A’’ schedule newspaper in an “A-I’’ market! than 21% in the remaining eight. Offers a quick 
Gardner Cowles, President way to reach 1,310,000 readers—suwre way— 
through the one medium that gives you the whole 
REPRESENTED BY state of Iowa! 
Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia *FACT...from the latest “Brand iesionsad “ra 
ee, A Penta Pe agenene Senne homes of lowa Subscribers” to The Des Moines 


Sunday Register in ali counties. Want to know 
how you stand? Write on your company letterhead. 
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Have You Told Your Wife... 


. . « all that she needs to know about your personal invest- 
ments, insurance and sources of income? Have you 
prepared her to manage family finances in case of an 
emergency? Remember, it's your wife's business, too. 


BY CAROLINE BIRD 


Mary is an adoring wife who is 
glad she doesn’t have to worry her 
pretty head about money. She 
thought she was telling a story on 
herself when she narrated her adven- 
tures with the hospital at the time of 
her husband’s accident, but the joke 
was really on him—and not a very 
good one at that. 

“T didn’t know John had hospital 
insurance,” she explained, “but the 
hospital said they’d take $400 down 
instead, so I just wrote them a check 
on my household account. The re- 
fund for the part the insurance com- 
pany pays came through three weeks 
after John got out of the hospital, 
but that didn’t help while he was 
sick. I wouldn’t have had carfare to 
go to see him if the president of the 
company hadn’t volunteered to lend 
me some money. I had to take it, but 
I was so embarrassed that I got hold 
of John’s pay check from his secre- 
tary and made him endorse it over to 
me as soon as the poor man could lift 
a finger. So, you see, he’s really 
worth more alive to me than dead, in 
spite of what he likes to think!” 


A Detail Forgotten 


John is a thoughtful, detail-minded 
sales executive and Mary’s story 
started him wondering out loud what 
might have happened. With a young 
lawyer present, he quizzed Mary on 
what she would have done if he 
hadn’t come out of the coma. 

“I’d have cashed that check you 
endorsed over to me,” she said 
promptly. 

“The bank would have frozen it as 
soon as it learned of John’s death,” 
the lawyer informed her. 

Mary remembered 10 shares of 
stock worth $200 John had tucked 
in her stocking last Christmas. The 
certificate, at least, was in her bu- 
reau drawer, and she was sure the 
bank would give her money for it, 
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or maybe the Stock Exchange. 

“Surely, Mary, you’d call Chris,” 
John coached. “He’s been our 
broker for years.”” But Mary thought 
of Chris as one of John’s golfing 
companions. 

She had a bright and rather daring 
idea. “Well, there’s always Aunt 
Minnie’s diamond brooch and it’s in 
the safe deposit box we own jointly 
and I have the key right here. I'd 
drive right down to the bank, pick it 
up and take it to a pawnshop.”’ 

When the laughter died down, 
Mary learned that in New York 
State the bank would have asked her 
to wait until a representative of the 
state tax department could be present 
before giving her access to the box. 
That might take days. 


No Collection? 


Mary is a good wife but, thanks to 
John, she would have been an in- 
efficient widow. He had not told her 
that he had health insurance. Con- 
sequently she might never have col- 
lected the refund due her on his hos- 
pital bill. He had given her stock 
without telling her where to sell it. 

Insurance people, bankers, and 
lawyers condemn competent business 
executives like John who think they 
can protect their wives not only from 
want but from any contact with the 
money facts of life. They are aware 
that marriage is, among other things, 
a business partnership and that a wife 
must understand its financial basis. 

Intelligent grasp of family security 
by the distaff side is so important to 
life insurance companies that they 
support an educational program for 
women through the Institute of Life 
Insurance. Directing the work is 
Mrs. Marion Eberly, a dynamic, 
white-haired widow who learned 
about finances the hard way when she 
was left with four children to bring 
up. An enthusiastic supporter of joint 


family planning, Mrs. Eberly believes 
that wives’ ignorance of family fi- 
nances is almost as great a source of 
unhappiness and insecurity in the 
home as husbands’ failure to provide 
for the family. Some facts a wife 
should know are necessary for the 
day-to-day routine and for intelligent 
family planning; others, only when 
she must act for her husband in an 
emergency or in the event of his 
death. 

Here is Mrs. Eberly’s list of what 
every wife should know: 


1. Total family income. Most em- 
ployed family heads tend to think of 
their total annual income as their 
salary, but there are almost always 
extras on the plus side, and deduc- 
tions from the pay check. Sales execu- 
tives often operate under a com- 
plicated compensation plan designed 
to reward them for extra production ; 
a wife can cheerfully share the in- 
convenience of her husband’s extra 
trips or nights at the office if she 
understands what they mean to the 
family in dollars and cents. It may be 
a temptation to hold out on the 
Christmas bonus or a raise to sur- 
prise the little lady, but she would 
probably be better pleased—and a 
better partner—if she had a vote in 
the disposition of the windfall. Every 
provision of a husband’s employment 
contract—sick pay, leave, vacation, 
bonus, profit sharing, options to buy 
stock in the company—are a wife’s 
business, too. 


2. Cost just to keep the family 
going. Most wives know what the 
food and household expenses are, but 
it takes study of a year’s check stubs 
to pin down some of the non-recur- 
ring expenses that go into an above- 
average standard of living: church 
support, entertainment, gifts, contri- 
butions to relatives outside the im- 
mediate family group, clothes, vaca- 
tion, country club dues, doctors, 
dentists, dancing school teachers. 
Substract this from the estimate of 
total income and you should arrive at 
a realistic rate of savings. This figure 
is a good one for both husband and 
wife to have in the back of their 
heads when discussing such projects 
as the children’s education, financing 
of operations, purchase of a summer 
home, or a move to a more expensive 
neighborhood. One of the critical 
problems facing a widow is how to 
estimate the amount she needs to 
maintain the home alone. She can’t 
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make that estimate unless she knows 
as much about expenses her husband 
takes care of as she knows about her 
own household budget. 


3. The family’s net worth. One 
statistician has calculated that the 
average American family owns $2,000 
worth of capital fixtures exclusive of 
car and equity in a home. It’s hearten- 
ing, when you’re having trouble 
making both ends meet, to put a 
conservative distress-sale market price 
on all of your disposable assets: 
savings bank accounts, house, car, ap- 
pliances, securities, jewelry, real 
estate, boats, legacies, insurance re- 
deemable for cash, contributions to a 
pension plan, salable unincorporated 
businesses, professional equipment, 
library, etc. 

After you have totaled up your 
assets, make a list of all your in- 
debtednesses: mortgage, instalment 
debts, bank debt, debts to individuals, 
margin accounts with brokers, any 
obligation to pay a substantial sum 
in the future, either outright or con- 
tingent. 

Husbands—and wives, too—some- 
times feel that the small sums they 
advance to friends or relatives, or the 
luxury product bought on time, is no- 
body’s business but their own. It is a 
good idea to share obligations if only 
to avoid later embarrassment. Many 
a widow learns that her husband re- 
duced the value of his life insurance 
by borrowing on it without telling 
her. Little secrets can have unex- 
pected consequences. A woman whose 
husband does not give an account of 
his activities is easy prey for un- 
scrupulous relatives who claim, after 
her husband’s death, that he owed 
them an unrecorded “debt of honor,” 
or for salesmen who claim that he 
contracted for a memorial biography 
or a “genuine gold” miniature. 

The difference, and you hope there 
is one, is your net liquidated worth, 
the sum left in the event of a radical 
emergency—such as a serious illness 
or death—that requires an entirely 
new plan of life. 


4. Investments made and why. A 
vacant lot on the edge of town may 
look like a tax drain, but the man of 
the house may be holding it because 
he has been informed that a housing 
project or factory is coming that way. 
Some stocks may be pure speculations, 
bought to be sold on an anticipated 
rise. Other securities may be mentally 
earmarked for income, for handy col- 
lateral on short-term loans required 
for the operation of a business, or for 
a child’s education. Sales executives, 
like other active businessmen, fre- 
quently invest in a process or a small 


JANUARY 15, 1955 


and why? 


income? 


Score of 100—Excelient 
Score of 90—Very Good 
Score of 80—Good 


As A Husband... 


A Quiz for Your Wife 


Score 10 points for each correct answer 


. What is your total family income? 


! 

2. What does it cost your family just to keep going? —— 
3. What is your family's net worth? 

4. What investments have been made by your husband 


5. Who owns what in your family? 

6. Where can you obtain cash in an emergency? 

7. ls your husband's will up-to-date? 

8. What kinds of insurance are held by your family? 

9. What are the sources of your husband's retirement 


10. Where are your family's financial and legal records? 


. . . do you feel that you have told your wife all she needs to know? 
If she is unable to answer all 10 questions FULLY, consider the personal 
security and other advantages she will have by knowing the answers. 


Total Score 


Score of 70—Fair 
Score of 60—Average 
Score of 50 or below—Poor 


enterprise which can be a headache 
for a widow who does not know 
whether or when it should be sold, 
who might buy it and for how much. 
Wives should know the thinking be- 
hind these moves so that they will 
not be caught short if they have to 
act alone. 


5. Who owns what in the family. 
It’s surprising how many women 
don’t know what real estate or secur- 
ities are held in their names, which 
instalment contracts or loans have 
been signed by both husband and 
wife. It may not matter under 
ordinary circumstances, but the law 
can’t take into consideration your un- 
recorded family arrangements. Usual- 
ly there is a reason why property is 
held jointly or in the name of the 
wife or even of a child: It may be 
taxes; it may be circumvention of 
probation of a will in event of death. 
Putting property in the name of the 
wife may be done to protect assets 
against a business risk the husband 
assumes, or even against a high ver- 
dict for damages for which he is not 
fully protected by liability insurance. 


Whatever the purpose, the wife 
should know it and she should also 
know the responsibilities ownership 
or joint ownership of property put on 
her in the way of taxes or liability for 
personal injury. 


6. Where to get cash in an emer- 
gency. It is recommended that every 
wife have a reserve fund of $100 or 
$200 in cash or its equivalent in the 
form of an easily accessible nest egg, 
and a savings account in her own 
name from which funds can be with- 
drawn. Pre-arrangement will save 
the embarrassment of going to the 
wrong person to borrow funds. If 
possible, some thought should be 
given to a week-end source of cash. 
A local drug store or delicatessen 
will sometimes cash checks when 
every other store is closed. Joint 
checking accounts or joint savings ac- 
counts are a convenient device for 
sales executives frequently away from 
home, but they are frozen tight in 
many states, if the emergency is 
death of the husband. 

Death always brings instant ex- 

(Continued on page 118) 
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GUY GILLETTE 


Du Mont's Umbrella Man: 
Things Fit Under Him 


In the case of William H. Kelley the pun may be forgivable: For Kelley has recently 
been named v-p and general manager of a// manufacturing and sales divisions, Allen B. 
Du Mont Laboratories, Inc., Clifton, N. J. About a year ago Du Mont hired Bill 
Kelley to improve its receiver sales. He was then Motorola’s vividly successful v-p in 
charge of sales. Kelley, who’s as direct as a shot of penicillin, came over as v-p, market- 
ing, started sales fireworks at Du Mont. Within the year he had pushed Du Mont’s TV 
receiver sales 5% above 1950 (the industry’s top year), 7% above 1953: Total indus- 
try sales for 54 were 314% below 1950... . 4 A pioneer in the radio and TV industry, 
Bill got only a high school education, served four years in the Navy, says he’s older 
than he thinks. . . . During almost 20 years with RCA he served in every capacity from 
salesman to manager of West Coast operations during the last war. During two of 
those years he was relief regional manager for all 12 of the corporation’s districts: While 
individual managers were at Camden headquarters for briefing Bill ran their home front 
operations. “I really learned distribution and its problems,” he says with a sigh. We 
caught him looking over Du Mont’s TV receiver assembly line: It’s the world’s largest 


on one floor. 
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THEY’RE IN THE NEWS 


BY HARRY WOODWARD 


Said Ruppert to Biow: 
"The Goods Aren't Returnable” 


Last July The Biow Co., Inc., that handles 
advertising for Jacob Ruppert Brewery, sent over 
its crack merchandising expert, a guy named 
Thomas Santacroce to act as temporary sales man- 
ager for the big brewery on New York’s upper 
East Side. Santacroce (pronounced Santa crows) 
found sales slipping below quotas, morale as low as 
the sales graph. Being a man who abhors a vacuum, 
he put on his old shoes, grabbed the anchor man on 
the sales team, went selling with him. After each 
call the salesman got a sales lesson, ended by bust- 
ing a sales record. After four months of this sort of 
leadership, Ruppert sent word to Biow that it 
would like to keep its Mr. Santacroce. Biow bade 
him godspeed. And today Tom Santacroce is Rup- 
pert’s v-p and director of sales. . . . Santacroce’s 
parents were born in Italy. He looks as Irish as 
Paddy himself. His first job was as a soap salesman 
in New York’s Italian section for Lever Brothers 
Co. When Lever introduced Spry he was field man- 
ager from coast to coast in charge of sales for the 
product. For many years he was Lever’s most- 
travelled man. He’s widely known in the mer- 
chandising field for his development of the “Clown 
Cap” for Kolynos tooth paste and for an Eversharp- 
Schick promotion in which more than 4 million 
razors were sold in one year. For the past five 
years at Biow he worked closely with Ruppert. 
Each day he writes, draws and has mimeographed 
stimulating, delightful sales bulletins for his sales- 
men. No wonder Ruppert’s sales are climbing under 
his leadership. 
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THIS IS THE PRODUCT—a cooling tower. 


Because of salesmanship, 


the tower is a familiar sight in modern homes. 


Spotted Prospects, Sold Them 


With a gentle assist from local water conservation ordi- 
nances, plus man's desire to air-condition everything, a 
partnership is fast building a water cooling tower business. 


Expansion seems inevitable to 
Byron Halstead, senior partner, Hal- 
stead & Mitchell, Pittsburgh, manu- 
facturers of air conditioning con- 
densers and commercial water cooling 
towers. A hard-hitting executive who 
spices his conversation with salty 
phrases, carries a radiophone in his 
car and is likely as not to telephone 
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the office while driving along a high- 
way 50 miles out of town, Halstead 
needed no marketing surveys to tell 
him in 1951 that it was logical to 
make cooling towers for homes. 
Figures tell the story. Sales in 
1948, while encouraging, were com- 
paratively modest, From 1948 
through 1953 they multiplied eight 


times. Halstead & Mitchell main- 
tained the same growth tempo in 
1954. 

Basically, the cooling tower is a 
water-saving device, which cools 
water by evaporation and saves water 
by recirculation. It evaporates 2% or 
3% of the water to cool the re- 
mainder, reducirig water temperature 
to within six or seven degrees of the 
wet bulb temperature. Cooling water 
is run from the tower to the air con- 
ditioning unit. Heat is discharged 
from the unit’s condenser to the cool 
water which ejects it into the air at 
the tower. 

The tower may be placed inside or 
outside the home. Usual locations are 
the garage or at the side of the house, 
so that no remodeling or alterations 
are required. 

Halstead & Mitchell now claims 
approximately 80% of the small 
water-cooled refrigeration condenser 
business in the United States—one- 
third to five horsepower models. It is 
a major producer of cooling towers, 
but ranks second in dollar volume 
because it does not, for example, pro- 
duce massive industrial towers where 
unit sales may run to $200,000. Hal- 
stead & Mitchell sells, principally, 
$200 to $2,000 models. 

Economy of operation is H & M’s 
principal selling point. Because the 
initial cost of a residential cooling 
tower to air-condition an entire house 
is greater than an individual room- 
size air conditioner, the firm is fight- 
ing to bring down manufacturing 
costs in order to capture a bigger 
share of the mass market. This slight- 
ly higher initial cost rouses the great- 
est resistance the company must over- 
come. To meet this objection, the 
company stresses: More than 97% of 
the cooling water is saved and reused 
by H & M residential cooling towers; 
in addition, use of a cooling tower 
cuts electric bills by as much as 30%. 

Another selling point: Suburban 
and rural homes which do not have 
city water can air-condition by re- 
circulating water from a-cistern. 

Residential cooling towers are 
priced for the home market. (In 
communities where water is precious, 
ordinances require cooling towers 
which recirculate water instead of 
sending it into sewers.) They are sold 
by distributors and manufacturer rep- 
resentatives. Therefore the firm’s 
advertisements, placed through Lando 
Advertising Agency, Pittsburgh, ap- 
pear principally in business papers. 

Advertising amounting to $7,000 
in 1946 climbed to $60,000 last year. 
The percentage of advertising budget 
is always based on a fixed percentage 
of the previous year’s gross business. 

The End 
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TO SHOW A SHAVE that is close and comfortable, 
Remington Rand Inc. uses its Remington Electric 
Shaver dramatically to shave the fuzz off a peach 
withcut cutting the tender skin of the fruit. “Results 
from this and other demonstration commercials are 


terrific,” says Herbert Simpson, advertising director. 
Films are by Peter Elgar Productions, with Young 
& Rubicam, Inc., advertising agency. It is shown on 
What’s My Line, CBS-TV Network, and on Mas- 
querade Party, which appears over ABC-TV Network. 


Demonstration Showmanship on TV 


On this and the four following pages are nine examples 
of outstanding television commercials. 

These I'V commercials have been singled out by their 
sponsors as samples of effective demonstration selling in 
millions of American and Canadian homes. 

Television, from the advertisers’ standpoint, is no 
more than a sales tool. 

The effective TV commercial, as any other kind of 
demonstration selling, is the product of imagination in 
presenting the product appealingly, and of continuing 
research in the art of selling a specific product through 
the specific medium of TV. 

Techniques of TV commercials vary from product to 
product, but the theme of demonstration showmanship 
underlies the more successful. Each commercial has an 
attention-arresting feature which intrigues not only the 
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eyes and ears of the viewer, but tantalizes his imagination. 


The method of presentation must fit the individual 
product—and this method must be determined by re- 
search. 


Says D. T. Buchanan, manager, advertising and sales 
promotion, The Goodyear Tire & Rubber Co.: 


“Tf effective sales results are to come out of the in- 
creasingly high cost of TV, commercials have to do an 
increasingly better job. And if research can increase the 
impact of commercials even 10%, the time, expense and 
effort devoted to research are quite justified.” 


For eight dramatic examples of showman- 
ship in TV commercials, turn the page. 


4! 


To Show Versatility and ease of using 


Saran Wrap, Dow Chemical Co. concentrates on the 
product in use, and dramatic hands. Extraneous, distract- 
ing background is eliminated. 

The commercial is now used on Medic, first nighttime 
network TV program fully sponsored by Dow, starting 
last September 13. It is a series of behind scenes dram- 
atizations of actual medical achievements and case his- 
tories filmed on_ real-life location——hospitals, clinics, 
doctors’ offices—on 75 WRCA-TV Network stations and 
17 Canadian Television Network (CBC) stations. The 
advertising agency is MacManus, John & Adams, Inc., 
and the commercial film producer is Transfilm Inc. 

This is the Saran Wrap TV success story: Sales 
spiraled from 120,000 boxes in October 1953 to over 
3 million boxes in August 1954. In October 1953 Saran 
Wrap, a clear plastic all-purpose wrapping product, was 
unknown to consumers in all but about a half dozen 
markets—averaging 120,000 rolls a month. Now, 14 
months later, it is in 76% of all U. S. grocery outlets. 
Sales have increased over 2,500%. A. C. Nielsen Co. 
reports that no other product it surveys has shown such 
immediate consumer acceptance. 

“TV advertising has done it,” says Dow management. 
A campaign, launched in November 1953, reached sev- 
eral million people morning, noon and night for 26 weeks 
over WRCA-TV: Dave Garroway praised it; Kate 
Smith told what it can do; Your Show of Shows featured 
it. Ernest A. Jones, Dow’s account supervisor on all 
products in the Detroit office of MacManus, John & 
Adams, says: “With this strong sales combination the 
demand for Saran Wrap quickly exceeded the wildest 
production quotas which had been set up.” Dow is so 
appreciative of TV results that it has doubled the budget 
for video for the 1955 season. TV will get over two- 
thirds of the company’s $4 million-plus advertising alloca- 
tion the next fiscal year. The balance will go to leading 
women’s magazines such as Ladies’ Home Journal, Good 
Housekeeping, McCall's, Woman's Day, Family Circle 
and farm publications. 

Says Dow management, “We can assume that Medic 
and the Saran Wrap demonstration commercials are 
doing an excellent job for us.”’ 
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To Show T S$ of the All-Nylon 


Cord Super Cushion tire made by The Goodyear Tire 
& Rubber Co., Inc., this demonstration is used on TV, 
proving that the “pressure which bends the steel wheel 
leaves the tire undamaged.” The strength and inherent 
safety of the tire is dramatized before the viewers’ eyes. 

The commercial is featured on the Goodyear Playhouse, 
WRCA-TV Network and local stations around the 
country. Young & Rubicam, Inc., is the advertising 
ageacy and The Jam Handy Orgznization, the producer 
of the demonstration commercial film. 

“When Goodyear started with the TV Playhouse in 
the fall of 1951,” says D. T. Buchanan, manager of 
advertising and sales promotion, “we knew, with the 
substantial expenditure involved, that we must have a 
satisfactory pay-off in commercials. > 

“We realized that much of the opinion on commercials 
was purely personal—based on some experience but not 
bolstered enough by what could be considered pay-off 
facts. We knew that too little research had been done in 
this field. We knew that we had six minutes of com- 
mercial time. What we did with this time had to be the 
pay-off for a rather large investment. So we felt we must 
know what we should do and say in’ this commercial. If 
we could get a playback from a representative number of 
listeners, we might get some evidence that would guide 
us. Therefore we took advantage of the long-time experi- 
ence in media research of Goodyear’s Sales Research 
Department. 

“We established a modus operandi and made a tele- 


phone survey of the hour following the program in four 


representative cities in the central time zone. We then 
worked it out so that survey findings were in our hands 
within a week after the program. This sped up our 
opportunity to progressively improve commercials with- 
out undue loss of time. We continued this research for 
more than four years. We haven't always hit the jack 
pot, but we believe our procedure and technique is sound 
from the standpoint of sales. 

“Reaction of our dealer organization is most favorable. 
More and more dealers are capitalizing on our com- 
mercials the next day and following week, with similar 
local advertising—newspapers, radio, etc.” 
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With a Pyrex cup for a hammer... 


To Show Durability of Pyrex dinner- 


ware, Corning Glass Works uses one of its teacups to 
hammer a three-inch nail through a two-inch-thick board. 
The demonstration, featured on the Home Show, 
WRCA-TV Network, is on film produced by Transfilm 
Inc. Maxon, Inc., is the advertising agency. 


“This is our first venture into TV advertising,” says 


James H. Bierer, advertising and sales promotion man- 
ager for Pyrex, “and from the very beginning we have 
had excellent results from it. Consumer response is very 
enthusiastic, convincing us that our investment is paying 
off. 

“Our decision to advertise on TV was based on the 
demonstrable features of our new Pyrex dinnerware. It 
lends itself so readily to a factual and graphic demon- 
stration of its remarkable dual assets—beauty .and dura- 
bility. We chose the Home Show because it appeals to a 
large feminine audience.” 

Phe TV demonstration commercial shown here con- 
vinces viewers when a Pyrex teacup is used to hammer a 
three-inch nail through a two-inch-thick board and the 
nail is bent by the cup and straightened out again with 
the cup handle. The nail is then once again hammered 
back through the board—this time on the point end. 


nail is pried up with cup handle... 
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a three-inch nail is pounded... 


into a two-inch board, and bent over 
with the bottom of the cup... 


hammered back through board. 


End of commercial. 


To Show Extra Value of the Plymouth 


Power Flite transmission, Plymouth Division of Chrysler 
Corp. employs Lucille Pieti, B.S.M.E., reportedly the 
only practicing lady automotive engineer on TV. The 
commercial is live, CBS-TV Network, That's My Boy. 
N. W. Ayer & Son, Inc., is the agency. 

Miss Pieti stars as factory authority, demonstrating 
merits of the Plymouth car. A 27-year-old graduate of 
Wayne University, Detroit, she combines brains with 
beauty and is Plymouth’s proof of the strong influence 
women have in buying family cars. A loan from Chrysler, 
she is also the first lady engineez in Chrysler’s history 
to travel as a company representative. Says Bruce E. 
Miller, Plymouth Division’s national advertising man- 
ager: “Our TV demonstration selling messages featuring 
Miss Pieti are doing the job for which they are intended. 
We want to show the extra value we put into the prod- 
uct. We have strong evidence that such treatment is con- 
vincing to a big audience and we are pleased with results.” 


To Show Advantages of Beautyrest 


mattress independent springs over the wired-together 
springs of “ordinary” mattresses, the Simmons Co. dram- 
atizes with a “‘water glass’ demonstration on CBS-TV 
Network, My Favorite Husband. Commercial film by 
Robert Lawrence Productions, with Young & Rubicam, 
Inc., advertising agency. 

The demonstration attempts to prove that Beautyrest 
gives the right support and won’t sag. “Ordinary” mat- 
tress springs are wired together. Water glass tips when 
nearby spring is pushed down. Spring sags. On Beauty- 
rest each spring is independent. Water glass doesn’t tip. 
Spring can’t sag. 

Simmons has appropriated $1 million for TV adver- 
tising. Says Jack Ritchie, sales promotion manager: 
“We've had enthusiastic response over the years from 
magazine advertising showing the ‘water glass’ demon- 
stration. The same demonstration, on TV for five years, 
has equally fine response. Sales are increasing.” 
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To Show Savor of Armour and Company’s 
Thick-Sliced Bacon, a TV commercial has been developed 
to feature the bacon that “stays hearty, man-sized from 
package to pan to plate” with George Stone who does the 
honors for the sponsor. 

The commercial is live and in two parts, on 25 
WNBOQ-NBC local television stations, with Clint Yule, 
the Weatherman. Tatham-Laird, Inc., is the advertising 
agency. 

In the first demonstration George Stone shows the 
package, opens it and separates the bacon preparatory to 
frying. Shown here are the bacon slices on a griddle, 
simmering and popping. The camera then goes back to 
Clint Yule and his “tomorrow’s weather.” The second 
demonstration shows a platter of sizzling bacon, and 
Stone eats it with relish. 

K. L. Skillin, Armour advertising and sales promotion 
manager, reports: “Results of the ‘in-the-flesh’ demon- 
stration commercials are most satisfactory.” 
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To Show Quality «: sanp.aip Plastic 
Strips with “Super-Stick,” Johnson & Johnson demon- 
strates on TV with the “golden egg that gave a goose to 
its magazine advertising.” Originated by the company’s 
advertising agency, Young & Rubicam, Inc., it is seen on 
Imogene Coca Show, and TV spots, WRCA-TV Net- 
work. Commercial films are produced by Robert 
Lawrence Productions. 

It first appeared in one of J & J’s magazine advertise- 
ments in 1953 and was continued successfully throughout 
1954. To demonstrate take-hold and hold-on properties, 
one end of a bandage, similar to a magnet, picks up an 
egg. Held by the bandage, the egg is lifted, plunged into 
boiling water and finally lifted from the water. Through- 
out the grueling ordeal the bandage’s hold does not break. 

“Enthusiastic response from the TV public is piling 
up,” says E. G. Gerbic, vice-president in charge of mer- 
chandising and advertising, “and the trade reports in- 
creased sales. Never anything like it in the history of our 
advertising.” 


To Show Censors that women’s intimate 


wear can be demonstrated on television without embarass- 
ing anyone, Exquisite Form Brassieres, Inc., had to over- 
come the strictest taboos codified by the National Associa- 
tion of Radio and Television Broadcasters. 

Reported to be the first major plunge by a women’s 
apparel firm into television, Exquisite Form began to 
bring back Stop the Music, popular audience participa- 


tion program, September 1954. The combined TV-radio 
program blankets 96% of U. S. buying power. The com- 
mercial is used on 67 ABC-TV Network stations and 125 
radio stations. Producer of the demonstration commercial 
film is Film Creations, Inc., with Grey Advertising 
Agency, Inc. 

“We believe,” says Robert E. Heyn, vice-president in 


charge of sales, “that for the first time we have managed 
to blend good brassiere merchandising, displaying and 
demonstrating the sales features of brassieres in the home, 
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in the presence of the family, with good taste. We have 
always felt it anomalous that actresses, singers and 
dancers, wearing scanty costumes, have been permitted to 
be suggestive, while restrained, wholly decorous presen- 
tations of bras which completely cover the bosom have 
been banned. 

“In the entire soft goods field only two large textile 
manufacturers, Celanese and Burlington Mills, have 
hitherto attempted the invasion of Class A network tele- 
vision. Both have since withdrawn. That a brassiere 
manufacturer should presume to tread where larger textile 
businesses balk derives from the fact that good brand 
names are more important in bras than in any other divi- 
sion of soft goods. Although there are 333 bra manufac- 
turers at the latest count, 16 firms do 43% of the total 
business. Although bra sales are only 5.1% of all apparel 
sales, bra advertising accounts for 9.9% of all apparel 
advertising.” 

Shown here is what is referred to as TV’s most 
“spritely” commercial. A technical problem was solved 
when Exquisite Form called in the service of this little 
sprite and magic wand to fly around ballerina Margot 
Myers to point out the wonderful qualities of the “Float- 
ing Action” bra. This is the pay-off of the company’s 
$25,000 commercial. 

The story is about a young lady’s acceptance of a date. 
She discovers she has nothing fit to wear. She visits a 
dress shop where she flits from gown to gown, always 
returning to a certain one as the chorus sighs: “That’s 
for me... so soft ...so clinging. But will my figure let 
me wear it?” The commercial, of course, then goes on 
to tell her how it will . . . and she keeps her date. 

“Our salesmen,” says Heyn, “are enthusiastic about 
our TV demonstration. They believe we have the most 
potent advertising ever to be introduced in the bra busi- 
ness for we've solved a touchy problem—advertising a 
product usually thought of as too ‘intimate’ for TV.” 
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Adventures in Shopping— 
. The Discount Houses 


BY THE SALES MANAGEMENT STA‘ F 


The pattern in California is different because "membership" is 
stressed, but it adds up to the same idea, "You're a sucker if 
you pay list prices." Here's more on this retail revolution. 


Like the famous John Caples ad, 
“They laughed when I sat dowr .. . 
at the piano,” there were many who 
scofled at SALES MANAGEMENT'S 
prediction early last year that the dis- 
count houses were creating a real and 
lasting retail revolution. 

But since SM started its shopping- 
the-discount-houses exposé June 15, 
1954, there have been many signifi- 
cant developments, such as General 
Electric’s eliminating national list 
prices on its major appliances, fight- 


ing-fire-with-fire sales programs by 
big department stores, and a general 
weakening of the Fair Trade con- 
cept, with the grave possibility that 
the coming Congress may rule it out 
as a Federal act. 

With these reports from the two 
largest California shopping areas, 
SM winds up—pending any new 
significant developments—its_ eight- 
month reporting job on what is hap- 
pening to national brands in the dis- 
count houses. 


25. Twelve Discounters Under One Roof 


La Brea Sales Co., Los Angeles, Calif. 


One of the largest discount houses 
in this area is composed of 12 separate 
companies housed under the banner 
of the La Brea Sales Co. And a twin 
of this company, Vernon Sales Co. is 
outside city limits in Vernon with 
the advantage of no city tax charges. 

An enormous sign in front identi- 
fies the La Brea Sales Co. Beneath is 
a list of the separate firms: Norman 
Lemoreaux & Co., John Batz Furni- 
ture Co., Le Dale Jewelers, Union 
Paint Co., The Tire Shop, The 
Juvenile Shop, Fabrics and Drapery, 
Commercial Carpet Co., Outdoor 
Patio and Camp Equipment, The 
Gift and Housewares Shop, the Men’s 
Shop, and D. N. Morley, Optician. 

The entrance is guarded by a 
woman at a small switchboard. She 
must push a buzzer to let you into 
the salesroom. When I walked up, a 
young woman was explaining she had 
forgotten her identification card. ““Do 
you have any identification showing 
where your husband is employed?” 
she was asked. 

The woman didn’t. 

“I’m sorry,” said the employe, 
“but we can’t let you in without 
identification as to where your hus- 
band works.” 


46 


“I’m in exactly the same spot,” | 
interposed. “I forgot my card—but 
my husband is in the radio-television 
industry.” The other shopper wailed, 
“But I came all the way from Monte- 
bello—and my husband is on the 
police force.” 

The girl hesitated. “What did you 
want to buy?” 

“A washing machine,” 
answered. 

The girl called the manager and 
told him about us. He. ordered us 
admitted. 

I walked past a chocolate candy 
counter, housewares, the jewelry de- 
partment, glanced at inviting barbe- 
cues and lounge furniture, then made 
my way back to the appliance depart- 
ment. Nobody was around to wait on 
me. I soon learned there was about 
one salesperson to each department. 

In the appliance department a big 
sign announced that budget terms 
were available. One side of the de- 
partment was lined with freezers and 
refrigerators. Servel, Crosley, G-E, 
Westinghouse, Norge, Amana 
(freezers) were among brand names 
represented. Tickets on each product 
in this department showed list price, 
model number and “your” price. 


we both 


A deluxe Gaffers & Sattler stove 
caught my eye. Model 5494 (list 
price $386.50) sold for $280.95. A 
complete line of Gaffers & Sattler 
stoves was on display. 

Chuck Olson, manager, La Brea 
Sales and in charge of large ap- 
pliances, came over. I asked to see 
the automatic Bendix washer and 
dryer combination. He showed me 
Model CFV on display. It was a gas 
model which Olson informed me had 
just come on the market. It showed 
a list price of $549.95; “your” price, 
$422.25 for the gas model, $379.95 
for the electric. 

“I'd like to know something about 
this machine,” I said. 

“It washes and dries your clothes 
—that’s all you need to know,” was 
Olson’s answer. 

“But I don’t know whether I want 
gas or electric. And what about in- 
stallation? Do you guarantee any- 
thing?” 

“‘We guarantee parts for one year. 
Bendix guarantees service for five 
years,” he told me. “And we'll deliver 
it and install it if connections are in.”’ 

“What kind of terms?” I wanted 
to know. 

“Just about anything you want. 
Say you pay $30 down. Then your 
payments would run about $17.50 
for two years.” 

After I left the department | 
checked the figures given me by The 
May Co., Los Angeles. The same 
machine sold for $549.95 just as 
listed by the La Brea Sales Co. (for 
the gas model). The May Co. oftered 
the same service and guarantee. 

I priced an Ironrite (Model 85) 
at The May Co. It sold for $283.95. 

La Brea listed the same model as 
retailing at $299.95—discount price 
$243.67—=still a $40 saving on The 
May Co. quote. 

This was the only actual discrep- 
ancy in list prices quoted. Usually 
The May Co. price and La Brea 
Sales list price jibed. 
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MARKET RESEARCH - SALES PROMOTION + ADVERTISING 
TWELVE EAST FORTY-FIRST STREET + NEW YORK 17, N.Y. + LEXINGTON 2.3135 


Why are there so many 


“one-fisted" Sales Managers? 


Sales managing is a "two-fisted" job. But some Sales 
Managers tie one hand behind their backs by defining 
their jobs in terms of super-salesmanship only. 


These men got to be Sales Managers because they were top-notch 
salesmen. They're expert and specialized in the use of that one arm of selling - 
personal salesmanship. Becoming Sales Managers has merely made it possible for 
them to use that arm more prodigiously. They're "one-fisted" Sales Managers. 


To the extent that a Sales Manager is a teacher, and can pass along his enthusiasm, 
his knowledge, his experience, and his superior sales techniques to his men, he can 
undoubtedly turn up a record of reduced unit sales costs by virtue of his teaching 
talent. But he's still a "one-fisted" Sales Manager. 


NOW - if, in addition to good selling and good teaching, he makes good use of that 
second strong "fist", the promotional aids to selling, he will greatly multiply the 
possibilities of reducing unit sales costs. He will make the best possible use of 
handbooks, sales kits, publication advertising, catalogs and bulletins, direct mail, 
manuals, publicity and merchandising. He will put those promotional aids to work to 
solve two problems; 


1. How to give his salesmen more prime prospects to call on - 
prospects who are known to be interested in the product. 


2. How to make it possible for his salesmen to spend less 
time on elementary explanation of the product's features; 
more time closing sales - which is one part of the sales 
job that only salesmen can do. 


Thus the Sales Manager will greatly multiply the sales-producing ability of his 
whole sales organization. He will be in a better position to show his top 
management how lower unit sales costs can play an important part in his company's 
profit picture. 


He will have become a “two-fisted" Sales Manager. 


Sincerely yours, 


Yho Meee ere 


MARKET RESEARCH - SALES PROMOTION - ADVERTISING 
**Experienced in the reduction of guess work in advertising and selling.’’ 
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A GE electric iron—in fact sev- 
eral models—was displayed among 
the other brands. They showed only 


a list price. 


“What's the discount price on 
this?” I asked, holding one up. 

“There’s no discount on General 
Electric small appliances or on Sun- 
beam,” the girl told me. “We'd have 
to pay a $20,000 fine if we sold one 
below fair trade prices—under order 
of the court.” Olson confirmed this 
fact with great solemnity. 

I walked over to the paint depart- 
ment. 

“How much discount do I get on 
a gallon of Dutch Boy?” I asked the 
salesman. 

“We don’t give a discount .. . 
can’t give one on paints,” he an- 
swered, “just professional discounts.” 

“O.K.,” I said, “but I’d like a 
gallon of flat wall enamel, Dutch 
Boy. What will it cost me?” 

He quoted a price of $5.19 a gal- 
lon for light colors—$5.49 for darker 
ones—a saving of 20%. Super-Kem- 


tone could be bought at $4.67 a gal- 
lon but this salesman insisted that I 
get Dutch Boy, “a far superior 
paint,” he claimed. 

I moved on to the Le Dale Jewel- 
ers and saw a vast display of watches, 
diamonds and jewelry of all descrip- 
tion. 

“May I see a Sheaffer fountain 
pen?” I asked the clerk. 

“Sure thing,” he told me, pulling 
out a tray of all makes, including 
Parker. He handed me a Sheaffer 
with no price identification. “This 
one lists at $8.50 but you can have 
it for $7.” 

“Maybe,” I said, “I could buy a 
Snorkel. Do you have Snorkels?” 

He picked one out of the tray— 
still with no price ring. “This one 
sells for $20. You can get it for $16.” 

A large men’s clothing department 
noted that Allen-A shirts and shorts, 
regularly $2.90, could be bought for 
$2.40. Labels had been taken from 
suits . . . and shirts. They were a 
blind item. 


26. Downtown and Suburbs—lIt's the Same 


San Francisco, Calif. 


Practically every refrigerator ad- 
vertisement I looked at offered “$100 
on your old refrigerator” with pur- 
chase of the retailer’s featured new 
model. That seemed like a very high 
turn-in to me; I did not realize that 
furniture and appliance stores were 
trying to beat the discount houses 
“legitimately.” 

I said to a friend, “I think I’ll go 
to an auction house and see if I can 
pick up a good used box.” 

“Don’t be silly,” said my friend. 
“How do you know what you'll get 
at an auction? Buy a new one— 
wholesale.” 

When I asked how, my friend 
mentioned the discount houses. “All 
you need is a card. Maybe you have 
one.” I did not. I am not a member 
of any of the organizations or groups 
through which the discount houses 
and “buying clubs” work. There are 
roughly 300 of these “buying clubs” 
in the San Francisco Bay area. ‘They 
have sprung up as a result of 
“hustling” by discount house opera- 
tors, union groups, or the rise of a 
“buying pressure group” at consumer 
level. 

My friend introduced me to a 
friend of hers who sells refrigerators 
to retail stores. He said, “Go to K. C. 
Richards on Lombard Street, say I 
sent you, and tell him what you 
want.” . 


I easily identified the Richards 
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store by a large and handsome sign 
which featured the G-E trademark, 
plus the information, “Radio—TV— 
Appliances.” I explained to Mr. 
Richards that I would like a good 
buy in a nine-cubic foot refrigerator. 
I had none to turn in. 

“That’s fine,” he said, “we're not 
keen on turn-ins. They’re a headache. 
We'd rather be honest with our cus- 
tomers and give them a good buy.” 
We discussed brands and I saw that 
he was eager to sell me a General 
Electric. He showed me an L.A. 94 
model of the current year, list price 
$268 plus 3% state sales tax. A call 
to the G-E wholesale house confirmed 
this. Richards said he would sell it 
to me for $214 plus sales tax and de- 
livery charge of $13 (I live outside 
the city). 

“What about service?” I asked. 

“Full guarantee and warranty, 
same as you would get anywhere,” 
he told me. “Just let me know if you 
have any complaint.” 

I wanted the refrigerator delivered 
on a Saturday before 1 p.m. It ar- 
rived as promised. The men who in- 
stalled it were very efficient. They 
explained its use and care, presented 
me with the company’s instruction 
book and warranty, also a business 
card reading, “Arnold’s General Ap- 
pliance Service.” 

“If anything goes wrong, just call 


” 


us,” they said. 


On a second call to the Richards 
store, I shopped around on my own. 
Richards himself was on vacation 
and the man in charge did not know 
me. He did not ask my name or make 
any effort to find out what I had 
bought before; simply said: “We'll 
fix you up.” 

I said I was interested in a couch 
that could be made into a bed. He 
brought out a Simmons catalog. I 
chose S. 130 Deep Sleep Studio 
Divan, listed at $129.50. I could have 
it, with a choice of four upholstery 
materials and colors, for $90.65. 

Similar reductions were offered on 
other merchandise including linoleum 
for kitchen and bathroom, and small 
appliances. 

I asked about automatic toasters 
and got these quotations: 

A General Electric T-82, listed at 
$21.95 retail ; Richards’ price, $18.95. 

Sunbeam, list price, $26.95; Rich- 
ards’ price, $18.95. 

‘Toastmaster, listed in the company 
catalog at $23.50; Richards’ price, 
$18.30. The same make, listed at 
$27.50; Richards’ price, $21.75. 
‘Toastmaster, I pointed out, is fair- 
traded. The salesman made no com- 
ment, appeared unconcerned, said 
there was little or no policing of fair 
trade prices and widespread “viola- 
tion,” which I found to be true. Yet 
California is the state where the Fair 
Trade law originated and it is known 
as a “strong” Fair Trade state. 

I continued my pursuit of some of 
San Francisco’s better-known dis- 
count houses. 

Gordon & Hill, 2001 Van Ness 
Ave., at the far end of “automobile 
row,” is away from the department 
and furniture store districts. It is 
headquarters for organized labor’s 
discount buying. The best “in” is 
said to be your union card. I had 
none, but thought I’d prospect. I 
went to the address. There was a 
large street-front salesroom with dis- 
plays of attractive furniture. A big 
sign outside advertised “RCA Victor” 
and on the mezzanine inside I saw 
the same firm’s P-o-P material and 
some merchandise, such as TV sets, 
displayed. 

A salesman approached me at once. 
I expressed interest in appliances and 
he told me to go up to the second 
floor. A long, low table was piled 
with well-known manufacturers’ cat- 
alogs and “consumer reports.” 

On this same floor was a small, 
central office space with girls at type- 
writers and several men in shirt 
sleeves, who seemed to alternate be- 
tween office duties and waiting on 
customers. Rough display tables were 
jammed with small appliances bear- 
ing familiar names. I checked the 
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Old Forester 


is chosen by more 


sales executives for en- 
tertaining, conventions, sale 
meetings and gifts than any 
other American whisky, according 
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Old Forester 


in its new “business suit” adds that 
personal touch that makes a con- 
vention or sales meeting something 
everyone will remember. 


Now your company can have a 


special bottling of this famous bour- 


bon with any wording you want 
printed right on the label. Names! 


Dates! Places! Occasions! 


DOZENS OF PERFECT USES! 


Sales Meetings « Conventions e Business Gifts 
Incentive Drives « Sales Prizes ¢ Banquet “Place Cards” 
Souvenirs e Fraternal Groups e« Private Company Bars 


Business Clubs, etc. 


HERE ARE A FEW EXAMPLES OF LABELS 
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bd quills for 
John Jones 
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ABC Corporation 
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World-Famous Since 1870, "There is 
nothing better in the market” 
For over 84 years, Old Forester’s rich, hearty flavor has 
been recognized as bourbon at its finest, bourbon that 
compliments the man who serves it as well as the man 
who drinks it. Executives, particularly, have made it their 
overwhelming favorite, and we’ve always been especially 
proud of that fact. That’s why we created this special 
packaging design—in the hopes we can return the favor, 
and help you give your important business occasions that 


exira touch of excitement that’s so important. 


MERRIL V. REED 


Merril V. Reed, vice-president of Sales Management magazine, died 
unexpectedly on December 23rd at the age of 60. He is survived by 
his widow, Jean, his son, Robert, and his daughter, Barbara. 


Except for a period of service as an army officer during World War 
1, Reed made a lifetime career of Sales Management magazine. He 
spent his early years on the editorial side but for the greater part of 
more than three decades had been active on the sales and business 
side. He was elected vice-president in 1931. 


Reed was conservative under all conditions, commanding respect 
from one and all. He gave much of himself to his associates, just as 
if they, too, were part of his immediate family. He did this ceaselessly 
for both young and old and for those in all echelons of the organiza- 
tion. With the passing of each year, he endeared himself more to all 
of us. We shall miss him greatly and chiefly as an inspiring and 
lovable person. 


In tribute his associates wish to say: Merril Reed was the kind of 
salesman and sales executive who not only won high honors for him- 
self but who simultaneously and in significant degree brought honor 
to the organization in which for so long he played an important part 
and to the sales profession of which he was such a truly admirable 


member. 


tags on a number of them, found 
regular retail list prices. I approached 
a young woman, asked if the store 
handled typewriters. She asked to see 
my card. I said I had none, but a 
friend, a union member, had _ sug- 
gested that I come in. She said she 
could not do anything for me except 
quote the retail price unless I had a 
card. She suggested I call at a 
number two blocks down the street 
for a card. 

That was the Union Buyers 
League, 1745 Van Ness, a small. 
rough, sstreet-floor hole-in-the-wall 
with a sort of service counter presided 
over by a brisk, nice-looking man, and 
a well-dressed blond. The area inside 
the circular counter was furnished as 
a simple office. “Are cards issued to 
other than labor union members?” 

The young woman hesitated. I 
said, “I am not a union member now, 
but I was seven or eight years ago. 
I belonged to the Newspaper Guild.” 
I took from my brief case my old 
union button and “Honorable With- 
drawal” card which showed that I 
had paid my last membership fees in 
1947. She took the card, gave it a 
quick glance, and entered my name 
on a list. She stamped a small green 
identification card with a number and 
handed it to me. On the back of the 
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card some 40 categories of merchan- 
dise were listed, from A to W, under 
the head, ‘“‘complete lines of the fol- 
lowing.” 

The young man told me the Buy- 
ers League had about 80,000 mem- 
bers after being in operation less than 
two years. Last year, from June 1953 
to June 1954, “approximately $4 mil- 
lion worth of goods were bought 
through this pool hall.” This included 
a quarter-million dollars in auto- 
mobiles alone. 


“Just Give Us A Calli" 


“Anything at all that you want, 
just give us a call on the telephone,” 
I was told, “and we'll tell you where 
to buy it.” Maybe I looked a trifle 
skeptical. “There’s nothing disrep- 
utable about discounting,” he assured 
me. “It’s a new economic trend. Con- 
sumers have realized that most re- 
tailers take too high a markup on 
most items.” 

“What about guarantees, installa- 
tion, service, and all that?” I in- 
quired. 

“Absolutely anything bought 
through us has the full manufacture 
warranties, dealers’ warranties, and 
service,” he said. 


I returned to Gordon & Hill, ex- 
amined some of the price tags. No one 
approached to sell me anything. The 
procedure was to pick out from floor 
display or catalogs what you wanted 
and place your order at the desk. 

A Toastmaster 1 B 16 with a re- 
tail price of $26.50 carried the union 
price on reverse of tag, $20.65: it 
was written #2065. The same make, 
model 1 B 14, retail price $22.14, 
had a union price of $17.25. A G-E 
toaster, T821 retail price $22.95, had 
a union price of $17.05. 

There were no typewriters on dis- 
play so I approached a man at the 
desk and asked him about a price on 
one. I showed my card. He suggested 
a Royal. The De Luxe portable, 
listed at $119.72, would cost me 
$95.95. The Aristocrat, list price 
$111.25, would cost me $89. The 
Companion, list price $84.65, would 
be mine for $77.75. 

What about other makes, I asked. 
Yes, he could get me any of them, 
“but not at quite as good a price... 
maybe 10% off.” The Royal, he 
urged, was the best buy anyway, “the 
top portable on the market.” He 
named outstanding features a regular 
dealer had stressed not too long ago 
—“magic margin, touch control, 
rapid ribbon change”—doing as good 
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To sell the engineered 
construction markets, 
your best buy is 


CIVIL ENGINEERING 


90% of CIVIL ENGINEERING’S 38,000 readers are 
members of the American Society of Civil Engi- 
neers who must meet continuously the Society's 
rigid requirements as to construction experience 
in “responsible charge of work." 


“am CIVIL ENGINEERING is unsurpassed in continuity 
of readership. 87% of these readers continue to 
read year after year. They are not “‘in-and- 
outers” but devote their lives to construction. 


CIVIL ENGINEERING’S editorial content is func- 
tional and authoritative. 95% of its articles are 
written by top-flight engineers actively engaged 
in important projects. Civil Engineers spend an 
average of 342 hours reading time with each 
issue of C.E. 


am CIVIL ENGINEERING produces results. 36,715 
product information requests were received from 
one issue alone, resulting from a listing of ad- 
vertisers’ literature. 


CIVIL ENGINEERING builds advertiser satisfac- 
tion. More manufacturers of equipment and ma- 
terials than ever before are advertising in CIVIL 
ENGINEERING. Year after year, C.E. has shown 
a continual gain in advertising linage. 


Engineers are educated to specify and buy. 


The Magazine of Engineered Construction 
The American Society of Civil Engineers 
33 West 39th Street, New York 18, N. Y. 


SIGN COMPANY 
1137 &. Kibby Street 
Lima, Ohio 
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a selling job as had the dealer. | said 

I would think it over and let him 
know. He wrote models and union 
prices of each on a slip of paper and 
gave it to me. 

"Many big business firms and in- 
dustries in the San Francisco area 
have their own buying clubs. Firms 
such as the Pacific Gas & Electric 
Co., Bank of America and other sup- 
porters of free enterprise and friends 
of small business, according to top 
spokesmen for retailers of appliances, 
hardware, dry goods, furniture, etc., 
although top management in these 
firms deny the existence of such clubs. 

The discount houses serving busi- 
ness-firm buyers’ clubs maintain their 
own brand of respectability. I drop- 
ped in at the headquarters of Molk- 
enbuhr Bros., 23 Grant Ave., in the 
heart of the good shopping district. 
I took the elevator to the second floor 
where I found impressive displays of 
silver, jewelry and small appliances. 
Off in an alcove were typewriters. A 
young woman met me at once and 
asked to be of service. I said I was in- 
terested in a portable typewriter and 
possibly a toaster. She took me to a 
display of Royal, Underwood and 
other typewriters, quoted prices. 

I said, “Aren’t those the regular 
retail prices? I understood you do 
better than that.” She asked for my 
card. I said I had none. She wanted 
to know who had sent me. I pulled a 
name out of the air, “A friend, Miss 
Davis.” She said, “Unless you have 
a card, I can only quote you the re- 
tail price.” I asked how I might go 
about getting a card. She said, 
“Where do you work?” I said I was 
self-employed. Apparently not know- 


ing quite what to make of that, but 
wanting to be helpful, she said, 
“Maybe your friend would lend you 
her card. It would be a good idea 
because, you know,” she said with 
great dignity, ‘you can’t just walk 
in here without a card and get a 
price.” 

On leaving I noticed a jewelry 
store next door. It was splashed with 
signs in Dry-glo announcing cut rates 
on jewelry, silver, and appliances. 
The name was in small lettering on 
the plate glass front: Diamond & 
Jewelry Mart of California. It 
struck me that shoppers might easily 
mistake this entrance for that of 
Molkenbuhr Bros. I entered and was 
immediately met by a young man. 
The store was medium-size, well-laid 
out, with a number of display and 
point-of-purchase signs. 

I asked if they had typewriters. 
They did not. I said I was interested 
also in a toaster. On second thought, 
I asked: “Is this Molkenbuhr Bros. ?” 
The salesman said, no, but he could 
get me anything I might want. “At 
a good price?” I inquired. He took 
out a catalog. A Sunbeam was a good 
make, he suggested. He had one, re- 
tail price $26.50, he could get for 
$23. ‘“‘How about a Toastmaster?” | 
inquired. He said that was a fair- 
traded item. “If we cut one dollar 
off a fair trade price, we get in 
trouble.”” A Toastmaster 1 B 14 was 
$23 in the catalog, and he could do 
nothing to better the price. He urged 
the Sunbeam. I remembered that 
Gordon & Hill had the 1 B 14 with 
a retail price of $22.14 and a Union 
Buyers League price of $17.25—fair 
trade or no fair trade. And K. C. 
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Richards had a Toastmaster listed at 
$23.50 for a discount price of $18.30. 

If any members of my family were 
employed in any kind of Government 
work, they could join an organization 
known as Government Employes To- 
gether (GET), Inc., 11 Lakeshore 
Plaza, in a burgeoning new area of 
San Francisco. GET is a “non-profit 
corporation” which takes in federal, 
state, city or county employes at a 
$2 membership fee. Membership en- 
titles them to buy at sharp discounts 
at certain firms. 

If there were a student in my 
household, he or she could join what 
a top retail spokesman described to 
me as “the most vicious of them all” 
—the Associated Student Discount 
Committee of San Francisco State 
College, 1600 Holloway St. This 
organization, endorsed by the college 
faculty, helps students to buy mer- 
chandise at a discount through the 
college co-op. As the retail spokes- 
man pointed out, it is “teaching, with 
faculty approval, a socialistic attitude 
toward our economic life and im- 
buing these young people with at- 
titudes which are the antithesis of 
free enterprise as it has been known 
in America.” Such student body buy- 
ing organizations are also flourishing 
on other college campuses in Cali- 
tornia. 


Tremendous Leakage 


For members of the armed services 
there are, of course, the post ex- 
changes, and from these, orthodox 
retailers groan, there is a tremendous 
leakage ‘“‘to uncles, cousins and 
friends” of service personnel. In Cali- 
fornia the PX’s offer just about 
everything obtainable in a depart- 
ment store “at terrific discounts.” 
The executive secretary of a leading 
retail association says that the com- 
mon practice now in shopping in San 
Francisco, whether the shopper is a 
union member, government employe, 
student, employe of a large business 
firm, or member of the armed forces, 
is to visit a legitimate store or auto- 
mobile dealer, get the details on the 
item or model desired, with retail 
price—then go to his chosen discount 
outlet and buy the merchandise at a 
cut. 

Says this official: “This is, in effect, 
stealing. The consumer steals the 
time and knowledge of the retail 
store salesman. The discounter steals 
his salesmanship. These people are 
totally parasitic. They trade on the 
salesmanship of the legitimate stores. 
They could not exist without them.” 

The End 


JANUARY 15, 1955 


A 
| Jack Horner 
| 
| 
| 
| 
| 
| 


Sam a 


Finds a Real 
“Sales Plum’ 


If you are a manufacturer of instant 
hot chocolate, how do you persuade 
Another restaurant and fountain patrons to 
consume twice as much of your product? 


case history S. Gumpert Co., Inc., Jersey City, N. J., 
decided the answer was in better merchan- 
of successful dising. New product trade name, new pack- 
aging for individual service, new counter 
displays, a sound introductory “deal”... 
result—an outstanding marketing success. 


“packaging 


Nati 1” This attractive and serviceable counter 

by ationa display, made by National Folding Box, 
is credited by S. Gumpert with con- 
tributing to a 100 per cent sales increase. 
If you are gunning for greater volume, 
perhaps National can help you find a 
“sales plum” in your packaging. 

ay ye Ask us to show you how we go about it. 


b.¢ 


NATIONAL, 
Eoldine Box 


Cc 20. MM .P Awe aes ! 
SUBSIDIARY OF FEDERAL PAPER BOARD COMPANY, INC. 
GALES OFFICES: CHRYSLER BUILDING, NEW YORK !7,.N.Y.: NEW HAVEN AND VERSAILLES. CONN; BOGOTA. N.J 


BOSTON AND PALMER. MASS... STEUBENVILLE, OHIO: PHILADELPHIA AND PITTSBURGH, PA 


FOLDING BOX PLANTS: BOGOTA. N.J.; NEW HAVEN AND VERSAILLES. CONN: PALMER, MASS STEUBENVILLE. OHIO; PITTSBURGH, PAL 
PAPER BOARD MILLS: BOGOTA, N.J.; NEW HAVEN. MONTVILLE, VERSAILLES, CONN.: READING. PA.; STEUBENVILLE.O., WHITE HALL. MD, 
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In the Face of the Giants, 
Spencer Grows Selling Service 


By helping and educating the customer ... by developing 
new markets . . . through low-pressure selling . . . and by 
continually planning for tomorrow, postwar-born Spencer 
Chemical Co. has pushed annual sales to $34 million mark. 


BY EUGENE WHITMORE 


In the relatively brief period of 
eight years, careful market surveys 
and vigorous missionary-type selling 
have put Spencer Chemical Co., Kan- 
sas City, in business. Coupling this 
activity with dependable products 
reasonably priced, and a strong mar- 
ket, the company has experienced a 
jack-and-the-beanstalk growth in sales 
from $12,760,120 to $34,104,178. 

In that same eight years, the com- 
pany increased total assets from $8 
million to $64 million. It sells in 43 
states and its plants at Pittsburg 
(Kan.), Vicksburg, Henderson 
(Ky.), and Chicago run night and 
day to fill the orders an active sales 
department pours into them. 

Originally a subsidiary of Pitts- 
burg (Kan.) & Midway Coal Min- 
ing Co. called the Military Chemical 
Works, the plant produced explosives 
during World War II. On June 2, 
1946, at 12:01 a.m., the chemical 
works, known locally as the Jayhawk 
Ordnance Works, was converted to 
peacetime commercial operation and 
its mame later changed to Spencer 
Chemical Co. 

Commenting on the plant’s growth, 
Kenneth A. Spencer, founder and 
president, says: “We caught the ball 
running and just kept on running.” 

Spencer was operating a Govern- 
ment-owned ammonium nitrate plant 
built, at his suggestion, to serve the 
Middle West and to utilize abundant 
natural gas which virtually surrounds 
the original Pittsburg plant. 

More than a year before the war 
ended, Spencer conducted a survey to 
determine the probable market for 
ammonium nitrate—an essential in- 
gredient of fertilizers—in the Middle 
West. The survey revealed: 

1. Farmers in Kansas, Missouri, 
lowa, Nebraska, Illinois and Minne- 
sota were not using fertilizers at any- 
where near the rate which would in- 
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sure the highest profit per acre in- 
herent in their rich land. 

2. No plants producing the essential 
or basic ingredients of modern fer- 
tilizers were located in the Middle 
West. 

3. Fertilizer-mixing plants in the 
Midwest were paying high prices for 
supplies of ammonium nitrate because 
of steep freight rates and obsolete 
manufacturing methods. Modern 
equipment, improved processes and 
utilization of natural gas enabled 
Spencer plants to turn out products 
at low cost. 

4. The Middle West held big sales 
potential implicit in the success of 
hybrid corn, first major Midwest 
crop to respond to generous fertiliza- 
tion. 

After working on this survey for 
more than a year, Spencer and his 
associates were convinced that, though 
others saw no market and were un- 
interested in cultivating one, the Jay- 
hawk Ordnance Works should not 


shut down when the war ended. _ 

Before building a civilian organi- 
zation in 1946, Spencer and one as- 
sociate interviewed 410 college gradu- 
ates, largely men from midwestern 
universities. Careful screening re- 
duced the number to 44 who were 
hired. Today 40 are still at the plant. 
In their various jobs they have 
brought skill, ability and, above all, 
enthusiasm to the entire organization. 
It’s a young man’s first-name com- 
pany if you ever saw one. 

The Spencer organization chart 
shows th.ee main divisions—Finance, 
Operations, Sales. J. E. Culpepper, 
vice-president and general sales man- 
ager, and H. R. Dinges, assistant 
general sales manager, are in charge 
of the product sales, traffic and sales 
development departments. In the 
product sales department are sales 
managers for agricultural chemicals, 
refrigeration products, industrial 
chemicals and plastics. Each of these 
divisions has a regional sales manager. 

In the sales development depart- 
ment, headed by E. W. Segebrecht, 
and an assistant director, are the 
advertising, agronomy, technical serv- 
ice, and market research sections. 
Basing these organization charts are 
five policies which go far toward ex- 
plaining the company’s rapid growth: 


1. Make it easy for the customer 
to buy. Give him more data, more 
help, more facts than he usually ex- 
pects. 


2. Adhere strictly to customer re- 
quirements. Observe requested ship- 
ping and delivery dates meticulously. 


3. Provide above-average service to 
customers, using technical service men 
to provide assistance to all customers 
who need it. 


4. Create new business and plan 
for future growth even when sales 


Five Sales Policies 


Behind Spencer's Growth 


|. Make it easy for the customer to buy. 
Adhere strictly to customer requirements. 
Provide above-average service to customers. 
Plan ahead for future growth. 
Make traffic a sales aid. 
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Whe the nation’s 
to t= Sky 


S a peek at these stellar a 
facts that foretell Oklahoma's ~—= 
OK future! a = 


Oklahoma City starts the New Year with a 
business picture that’s bright and getting brighter. 
You can put your sales in this bright picture 
when you OK an advertising schedule in 


Oklahoma’s OK newspapers. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


Published by The Oklahoma Publishing Company 
The Farmer-Stockman * WKY Radio * WKY Television 
Represented by The Katz Agency, Inc. 
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are outrunning production. 


5. Give the traffic department re- 
sponsibility for making traffic a sales 
aid and a definite selling advantage to 
Spencer. 

When, in 1946, Spencer went into 
competition with some of America’s 
largest and oldest corporations, buy- 
ers often asked, “Who is Spencer? 
Never heard of ’em!” 

From the start, Spencer capitalized 
on its relatively small size. It went 
after business with youthful en- 
thusiasm and a soft-pedalled aggres- 
siveness. 

At first, almost anyone selling 
ammonium nitrates or other nitro- 
gen products could find a ready mar- 
ket. But Spencer salesmen went after 
orders as though hard-pressed for 
business and harassed by competi- 
tion. This won customer loyalty. 

Typical of the Spencer approach 
is the presentation of ammonia, an 
old, well-known chemical, in an illus- 
trated 48-page 8%” by 11” litho- 
graphed booklet titled “Ammonia.” 
Spencer reasoned, ‘“Let’s provide cus- 
tomers with more-than-customary 
data and information.”’ The booklet 
includes valuable tables, charts; 
facts about storage, shipping, safety 
in handling; properties of anhydrous 
ammonia; first-aid treatment; specific 
gravity, density, solubility and ther- 
mal properties of ammonia. The in- 
formation is illustrated, indexed and 
classified for quick reference. 

Equipped with this and similar 
booklets, Spencer salesmen said to 
prospects: “We have a fine new plant 
at Pittsburg, Kan. Use us for stand- 
by requirements, for emergency needs. 
Let us serve you. We promise un- 
usually good service.” 

This carefully rehearsed routine 
thawed many a buyer reluctant to 
place orders with a new company. 
Sales manuals picturing company 
facilities helped. 

Another step in building for growth 
was organization of a professionally 
manned traffic department under the 
direction of the sales manager. Its 
responsibility: to make traffic an in- 
tegral part of the selling machine. 

Says a company executive: “If a 
customer orders 10 tank cars of our 
products from suppliers and requests 
shipment of one car a month, he may 
find five cars on his sidetrack some 
morning—four cars earlier than he 
wants them. He has to pay demur- 
rage. We set up a traffic department 
to get cars to our customers 100% 
as ordered, on the dates requested, 
and in the quantities requested.” He 
adds, “Being human we have not 
quite achieved this goal of perfection, 
but we have met it almost 98%.” 
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expected. 


struction at Orange, Tex. 


(dry ice). 
will be added to the list. 


for outstanding achievement. 
innovations. 


civic enterprises. 


In 1940 when Kenneth A. Spencer was head of Pittsburg & Midway 
Coal Mining Co., Pittsburg, Kan., he began development of a survey 
to show the Government that there was a need in the Midwest for 
an ordnance plant producing nitrogen from natural gas. 


For more than a year he spent.two days each week in New York 
and two in Washington, D.C., “selling” his survey. On Government 
request, Spencer constructed a plant of this type to operate on a fee 
basis, and completed it ahead of schedule and at lower cost than 


In 1944, one and a half years before the end of World War Il, he 
began another survey to unearth possible peacetime markets for 
ammonium nitrate and derivatives; 
market other companies had overlooked. 


Today Spencer Chemical Co. owns the Jayhawk plant, which it 
originally leased from the Government; other plants at Vicksburg; 
Henderson, Ky.; Chicago; has a large polyethylene plant under con- 


The company produces ammonia, formaldehyde, hexamine, Spensol 
(a nitrogen solution), liquid carbon dioxide, Mr. “N” ammonium 
nitrate fertilizer, methanol, ammonium nitrate solution and Frezail 
When the Orange plant starts production, polyethylene 


Spencer was born in Columbus, Kan., in 1902. He is a graduate of 
the University of Kansas and was cited in 1943 by his Alma Mater 
Entering his father’s coal mining 
organization in 1925, he inaugurated many mining and marketing 
He is a director of banks, railroad companies, research 
foundations, steel and telephone companies, and is active in many 


eventually found a _ potential 


The traffic department handles 
many other duties, some unusual. Its 
constant studies of freight rates un- 
cover advantages over competitors. It 
furnishes salesmen with data on 
“equalization areas” where the com- 
pany refunds freight charges to 
equalize costs with those of com- 
petitive shipments. It furnishes sales- 
men with freight rate schedules so 
that prices may be quoted and cus- 


tomers shown their total outlay. It 
furnishes freight rate studies of ship- 
ments from Spencer as compared with 
shipments from competitive plants. 
The department has persuaded 
most of the railroads to notify Spencer 
when a car is delayed for repairs. 
Today, instead of waiting for a cus- 
tomer to yowl for a shipment, Spencer 
notifies him of the delay, stands ready 
to duplicate shipments if the delay 
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“We aim to please,” said Mr. A “Hold your fire,” said Mr. Q 
“T'll ship our goods this speedy way .. .” “RAILWAY EXPRESS is rapid, too!” 


Wee 


fe 

| qditrerence 1s —~ 
Railway Express can make a big difference to Q N\ LW } 
you in speed, economy, and safe, sure ; 
delivery. You'll find that’s true whether E X P R E S > 
you're sending or receiving, whether your <{ f; ( 
shipment is big or small, and whether it E N 


moves by rail or air. It pays to specify 


1 
: 
: 
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Railway Express—the complete 
shipping service in the American tradition 


of private enterprise. 


As a contribution in the public interest, | ag oe. safe, swift, sure 
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But why MEN over 45? 


Our doctors still don’t know 
why, but if you are a man 
over 45 you are six times as 
likely to develop lung cancer 
as a man of your age twenty 
years ago. They do know, 
however, that their chances 
of saving your life could be 
about ten times greater if 
they could only detect can- 
cer long before you yourself 
notice any symptom. (Only 
1 in every 20 lung cancers is 
being cured today, largely 
because most cases progress 
too far before detectetl.) 


That’s why we urge that you 
make a habit of having your 
chest X-rayed every six 
months, no matter how well 
you may feel. The alarming 
increase of lung cancer in 
men over 45 more than jus- 
tifies such precautions. Far 
too many men die need- 
lessly! 


Our new film “The Warning 
Shadow” will tell you what 
every man should know 
about lung cancer. To find 
where and when you can see 
this film, and to get life- 
saving facts about other 
forms of cancer, phone the 
American Cancer Society 
office nearest you or simply 
write to “Cancer’’—in care 
of your local Post Office. 


American 
Cancer 


Society 


means extra costs to the customer. 
Further provisions for customer satis- 
faction include records of customer 
requirements or preferences on rout- 
ing, preferred rail lines, billing re- 
quirements (number of copies), in- 
voicing details, bills of lading and 
other paperwork items often over- 
looked. 

The company prefers to develop 
new users of its products rather than 
merely to seek to take customers away 
from competitors. Here its seven 
graduate agronomists do a continuing 
educational and missionary job. They 


| attend an average of 40 agricultural 


meetings each year, contact agricul- 
tural schools and experiment stations, 
work with vocational agricultural 
teachers and students, visit fertilizer 
dealers, set up meetings to bring farm- 
ers latest news of developments in 
the use of fertilizers. 


Explain Other Practices 


Spencer agronomists frankly tell 
farmers that fertilizers are only one 
phase of modern farming. They ex- 
plain as much about rotation of crops, 
soil conservation and other land- 
building practices as they do about 
fertilizers. Since much of Spencer’s 
output reaches the consumer without 
identification, this broad-gauged pro- 
gram is often helpful to competitors. 
But the company is committed to a 
policy of creating new business, build- 
ing future sales, using long-range 
plans which insure the industry’s 
growth. 

The technical service section works 
with industrial customers as care- 
fully as do agronomists with the farm 
market. Trained chemists and engi- 
neers, members of this department 
visit customers and work with them 
to improve results from Spencer prod- 
ucts. For example: In a fertilizer- 
mixing plant, technical service men 
may suggest a new formula, assist in 
devising improved drying methods, 
work out a plan for more economical 
materials handling. 

Company thoroughness in equip- 
ping its own departments for effective 
cooperation with the sales staff is 
typified in this: Even before com- 
pletion of a new factory for poly- 
ethylene production, the company set 
up a pilot plant to put out small 
quantities for the technical service 
department. This department will 
study its properties, find new uses 
for it, and work with prospective cus- 
tomers. (Manufacturing rights were 
acquired from Imperial Chemical In- 
dustries, Ltd. of England.) As a 


result of this research company sales- 
men will have a world of data to 
present to the market. 

Additional support for the sales 
department comes from the market 
research section. Its operation is re- 
vealed in one incident. On Sept. 29, 
1954, Joe Culpepper received a tele- 
phone call: “How much of our prod- 
uct does the ‘W’ company use?” 
Culpepper replied, ““We have a con- 
tract to supply eight tank cars of 
ammonia a year. That’s about one- 
half of their requirement. Remainder 
of their purchases on this product are 
split evenly between two other sup- 
pliers. They also use about a carload 
of our refrigerant products.” 

Salesmen go out armed with lists 
of buyers and their current suppliers, 
and an estimate of each prospect’s 
total annual requirements. Thus they 
can convincingly present the benefits 
and advantages Spencer offers. 

Culpepper believes low-pressure 
selling is the surest way to obtain 
orders today. “Customers are tired 
of desk-pounding salesmen. They are 
weary of men who are long on prom- 
ise, short on performance . . . bored 
with salesmen who boast and brag 
about their company’s size, impor- 
tance or leadership. 


Capitalizes on Youth 


“Our men are carefully trained to 
put service ahead of everything else. 
Compared with giants in the industry, 
we are small and young. Instead of 
making a secret of this or attempting 
to dodge it, Spencer capitalizes on its 
youth and size by pointing out that 
it must give better service, use greater 
precision in deliveries and work closer 
with its customers than do some of 
the giants. 

“When we opened our new plant 
at Henderson,” explains Culpepper, 
“we had a list of every user of our 
products in that area. Our salesmen 
visited each buyer and told him of 
our new plant, our plans for service 
to customers. We suggested they use 
us as a secondary source of supply, 
as an emergency supply, or as their 
total supply if they were not satisfied 
with present buying arrangements. 
We made no wild promises, offered no 
special price inducements, but did 
point out any possible freight advan- 
tages. 

“This low-pressure approach 
brought results. The Henderson plant 
—like other Spencer plants—is run- 
ning at capacity, day and night.” 

In every phase of its work Spencer 
goes a step farther than seems neces- 
sary. 

To give customers more reasons 
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"This is the size we pack for the Growing Greenshoro Market"! 


THE STAKES ARE REALLY BIG in the Growing 
Greensboro Market! .. . For example, the people 
in the Greensboro ABC Retail Trading Area ac- 
count for 1/5 of all the retail goods purchased in 
the South’s most populous state . . . That’s pretty 
good! !... It means that if your business is food, 
general merchandise, furniture, cars, gasoline, ap- 
parel, drugs, hardware, lumber, or jewelry—you 
can count on your ad-dollars working overtime in 
the Growing Greensboro Market. Biggest selling 
punch in this sales-happy market is the 100,000 
oon an of the GREENSBORO NEWS and 


Only medium with dominant coverage in the 
Growing Greensboro Market, and with selling 
influence in over half of North Carolina! 


Greensboro 
News and Kecord 
Sales Management Figures GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 
ee eeee#ee#2e#8eeee#®*¢ eoeeeeeeeeeeees#se#e#e#efeeewsessesweeeee® 


If you’re MOVING this man 


give him a Wife-Approved" move! 


Your transferee will do a better job for you if his 
wife’s precious possessions arrive at the new home 
safely and on time. That’s why so many leading 
firms are specifying “Wife—Approved” moves by 
North American Van Lines. Expert packing in 
sturdy, new cartons and experienced handling of 
furniture and appliances by NAVL’s company- 
trained technicians will spell “saTisracTion” for 
both you and your transferred family. 


For prompt service, always call your local North 
©1955 


NAVL American agent. Look for his oval trade-mark in 


the Yellow Pages of your telephone directory. 


Write for this helpful 
moving booklet _ 
today. Dept. SM155 


NORTH AMERICAN VAN LINES, Inc. General Offices—Fort Wayne 1, Ind. f \ ° 
North American Van Lines, Canada, Ltd. Toronto, Canada rican 
The LEADER in LONG-DISTANCE MOVING... 


>. pes Me 
More Agents in More Cities than Any Other Van Line VAN LINES, Inc. 


Movers of Household Goods, Office Equipment, Trade-Show Displays 
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can GO Farther faster 


vith a Rented C; 


NATIONAL” 


_CAR RENTAL SYSTEM 


To get around 

town and out to 

suburban indus- 

trial areas easier 

and quicker, reserve 

a clean, easy-driving, 

late model car at your 

destination from any 

NATIONAL member. 

Look in the yellow pages 

of the 'phone directory. 

For a National Courtesy 
Card, write: 


NATIONAL 
TAL SYSTEM 


N 


Don’t let YOUR product be a 


“LAST- aers — 


Save that _ 


Prospects 

WHY TO BUY 

at the critical moment of buying de- 
cision. . . . Save sales too often lost 
through sales-clerk apathy or ignor- 


ance of key selling facts. . . . Put those 
facts in every shopper's hands with an 
eye-pleasing HAY WOOD Sell fax Tag 
—the most inexpensive sales insur- 
ance you can buy. 

Send us the sales and use facts which 
make buyers want your product .. . 
we'll suggest a Sellfax Tag idea to fit 
your needs—and we'll send other Tag 
samples and information . . . no obli- 
gation ... write today! 


HAYWOOD fae) c COMPANY 


Lafayette, Ind. 
Represented in Principal Cities 


your dealer organization. 


New York City.) 


Eight Ways Direct Mail 
Can S-t-r-e-t-c-h Your Money 


|. It can be used to obtain qualified leads for salesmen. This is probably the 
most rewarding, whether salesmen are in your own sales force or representing your 
dealers or distributors. Conversely, direct mail can be used to handle inquiries from 
national advertising when there is-no sales organization to do the leg work. 


2. To soften up prospects in advance of a salesman's cali. Also, to strengthen 
the contact after the salesman has made the call. 


3. To influence the thinking of individuals or groups—either as an actual 
selling tool or in a strictly “institutional” sense. 


4. To stimulate a desired action—from consumers, from dealers, from your 
own sales force. And that desired action can vary all the way from a visit to one 
of your retail outlets to a request for a sample of your product. 


5. As a full-fledged medium to introduce a new product. 


6. To bring in actual orders. This may be a valid advertising function for your 
own company—or it may be used for the benefit of your dealers. 


7. To build and maintain good will—with employes, with stockholders, or with 


8. To learn tacts about your company and its products—to uncover the attitude 
of different segments of the public toward your company's policies—and, even 
to test your own advertising themes in other media. 


(From an address by Edward N. Mayer, Jr., 
“How to Capitalize on Direct Mail as the Leaven in Your Advertising Mix," 
delivered at the 45th annual meeting of the Association of National Advertisers in 


president, James Gray, Inc., entitled 


for demanding Spencer products, the 
company introduced the 80-pound fer- 
tilizer bag at a time when 100-pound 
bags were standard throughout the 
industry. Customers liked the lighter 
weight packing; soon the entire in- 
dustry followed Spencer’s lead. An- 
other innovation—four-ply bags, lined 
with polyethylene film to provide 
protection against moisture. These 
bags permit safe storing of fertilizer 
for a year or more. 

When Spencer started building the 
Vicksburg works, materials were 
short, labor scarce. National construc- 
tion was behind schedule. As a good 
will and “get acquainted’ measure, 
Spencer executives gave a party for 
every probable supplier. The plan 
worked so well that the plant was 
finished ahead of schedule and at 
lower-than-anticipated cost. 

The same plan was used when 


plant construction began at Orange, 
Tex. One supplier said, “It’s always 
been customary for suppliers to enter- 
tain buyers. This is the first time | 
was ever invited to a party by a cus- 
tomer. From here on out, you can 
have anything in our stock—right 
now.” 

Another Spencer plan is its “Dis- 
tinguished Farm Banker’ project: 
Bankers in each of six states—Kansas, 
Missouri, Illinois, Iowa, Nebraska 
and Minnesota—elect one of their 
colleagues ‘‘Distinguished Farm 
Banker.” Spencer entertains these 
bankers, gives them recognition and 
awards, encourages them to outline a 
program as a basis of sound farm 
credit. 

The estimate of qualified observers 
on Spencer’s sales volume for the year 
ending June 30, 1955: $40 million. 

The End 
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Here are the 5-year standings 
of America’s newspaper adver- 
tising leaders, for those who 
like to “Look at the Record,” 
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Milwaukee Journal 
Los Angeles Times 
Chicago Tribune 
Miami Herald 

New York Times 


953 
Milwaukee Journal 
Chicago Tribune 
Los Angeles Times 
Miami Herald 
Washington Star 
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Milwaukee Journal 
Chicago Tribune 
Los Angeles Times 
Washington Star 
New York Times 
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Milwaukee Journal 
Chicago Tribune 
Los Angeles Times 
New York Times 
Washington Star 


Milwaukee Journal 
Chicago, Tribune 
Los Angeles Times 
New York Times 
Washington Star 
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again in 1954 for the 
oth Year in a Row 
THE MILWAUKEE JOURNAL 
Published More Advertising 
Than Any Other Newspaper 


in America 


49,400,000 Lines 


Continued nation-wide leadership in advertising is a 
significant tribute to the buying power and 
responsiveness of The Milwaukee Journal’s readers. 

For seven of the past ten years The Journal has 
maintained top position—and the big reason is 90% 
coverage of a big, million-consumer market. It's a bigger 
and better market every year because Milwaukee is 
growing at the rate of 16,000 population and 8,000 

new homes a year—and The Journal moves in 


with almost every new family 


THE MILWAUKEE JOURNAL 


350,000 Copies Daily 485,000 Copies Sunday 


National Representatives O'Mara & Ormsbee, Inc 


New York Chicago Detroit Los Angeles San Francisco 


Western Electric Makes News: 
Promotes Colored Telephones 


Bell System supplier launches campaign featuring tele- 
phones in eight colors, with light-up dials, volume controls, 


cut-off switch and a variety of other conveniences. 


BY ETNA M. KELLEY 


Don’t blink, if you have noticed 
a radical change in Western Electric 
Company’s consumer advertising 
copy. You are not the victim of an 
optical illusion. The company is 
actually pushing products:  tele- 
phones, smartly styled in decorator 
colors. It is also promoting use of 
extensions, cut-off switches, plug-in 
telephones, and automatic answering 
equipment. And for a very good 
reason. 

Western Electric—like its prin- 
cipal customer, the Bell System of 
telephone companies — had been 
marking time in its promotional ad- 
vertising until the current campaign 
broke. Institutional themes had been 
used to tell what the company does 
and the service it renders in produc- 
ing equipment used by the Bell Sys- 
tem. Meanwhile, the demand for 
telephone service had risen to an all- 
time high, accelerated by wartime 
scarcities, a growing population and 
rising consumer income. 

Now, after nine years, that pent- 
up demand shows signs of leveling 
off, and the telephone system can 
once again become sales-minded. The 
management understandably wants 
to keep its market open and to de- 
velop it. Various telephone com- 
panies of the Bell System are con- 
ducting sales drives, and Western 
Electric is lending support with a 
campaign of its own. 

The campaign is system-wide. 
Telephone employes, long versed in 
the niceties of winning friends for 
the company through personal con- 
tact, are now alerted to the import- 
ance of calling attention to acces- 
sories and services available to sub- 
scribers. Posters, truck signs, window 
displays, floor exhibits, all help to 
carry the message. For instance, the 
headquarters office of the Bell Sys- 
tem, 195 Broadway, New York City, 
is featuring, at this writing, a dis- 
play of colored telephones, each in- 
strument moving in its own orbit. 

Western Electric’s precedent- 
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breaking “service” advertising cam- 
paign began with spreads in color in 
national magazines with a combined 
circulation of 36 million. Since then, 
single-page advertisements in color 
have been used in news and mass- 
circulation weeklies and in women’s 
and home service magazines. Copy is 
also appearing in technical. and busi- 
ness journals. Cunningham & Walsh, 
Inc., is the advertising agency. 

One of the opening spreads, shown 
in the accompanying illustration, pic- 
tures on the left-hand page, a room 
setting dominated by a light green 
telephone in the foreground and bor- 
dered by telephones in yellow, brown, 
blue, ivory, red, beige and gray. 

On the opposite spread are black- 
and-white drawings of eight conveni- 
ences for telephone users: a compact 
wall telephone which “takes up no 
working space ;” a light-up dial tele- 
phone for dark or dimly lighted 
rooms; a volume control model, of 


\ow...telephones to match 


8 nw COlOrS 
to brighten your home 


Cal pew Bed Shige see temas 


SO 8% 


special value to people with impaired 
hearing; a telephone with a spring 
cord that coils up tightly when not 
in use; a plug-in portable model; 
an instrument with a cut-off switch 
for temporarily shutting off exten- 
sions on the same line; a button 
control telephone for  intra-office 
switching; a telephone answering set 
which answers calls when you are out, 
gives callers your recorded message, 
and lets them leave a recorded mes- 
sage for you. 

Initially the advertising campaign 
emphasized colored telephones, chiefly 
because they lend themselves so well 
to promotion. First insertion fea- 
tured solid-color instruments. Subse- 
quent advertisements have shown 
two-tone models, with handsets in 
black and bases in color. According 
to Walter M. Reynolds, Western 
Electric’s advertising manager, the 
company does not expect colored in- 
struments to supplant conventional 
bread-and-butter black telephones. 
They will account, however, for 
many plus sales—for rooms in which 
telephones might not otherwise be 
installed. Full-color instruments are 
furnished by most Bell telephone 
companies at a charge of about $7.50, 
which may vary slightly in localities 
served by units of the system, plus 
standard charges for service. Two- 
tone sets generally are priced lower. 

It took planning and reorganiza- 
tion to get colored telephones into 
production ; testing to determine what 
colors were most in demand. Tests 
in the region covered showed these 
preferences: ivory, 50%; light green, 
17%; beige (pinkish), 14%. Loca- 


your decorative scueme... 
new CONVENIeNCceSs 


FIRST AD IN CAMPAIGN currently conducted by Western Electric is this 
full-color spread showing the variety of colors in which telephones are now 


available. 


At right are the new conveniences for telephone users, such as 


plugs-ins, cut-off switches, answering sets. 
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In Chicago, it takes 2- 


to clean up in ’55 


No single daily newspaper reaches 
even half your Chicago-area pros- 
pects. It takes Two. For greatest 
unduplicated coverage, one must 
be the... 


CHICAGO 
= 


wt? SUN-TIMES 
No.2 hip $ 
211 W. Wacker Drive, Chicago * 250 Park Avenue, N. Y. 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE 


REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA * HAL WINTER CO., MIAMI BEACH 
JANUARY 15, 1955 61 


“Pre-Planned” 


United Moving 
takes ALL the details 


off your hands! 


W; [Y worry about packing, loading rout- 
ing, scheduling and other problems when 
you transfer personnel? Just call your nearest 
UNITED Agent... tell him who you want to 
move, where and when you want them moved. 
He carefully Pre-Plans every little detail... 
anticipates every problem ...assures a smooth, 
safe, clean move. And this better service costs 


no more. 


“As , 7 
PRE-PLANNED Moving In Saniiged Vans  “Yeeywut® 


tions preferred: living room, 34%; 
kitchen, 20%; bedroom, 15%; din- 
ing room, 13%. 

New plant facilities were required, 
since the phenol plastic used for black 
instruments is not suitable for col- 
ored sets. The company- explains: 
“For all its valuable characteristics, 
this type of phenolic, when mixed 
with a light-color pigment, results 
with dismaying frequency in a Mis- 
sissippi-mud brown.” 

After experimentation butyrate, 
which has an affinity for color, was 
chosen. But butyrate, being a thermo- 
plastic (molded by the _ injection 
method), called for a different tool 
design for the handpiece. This meant 
a new tool to mold the handle. 
Though the receiver unit is the same 
shape as the standard black one, it is 
more hollow, its walls thinner. There 
was a resonance problem at first, but 
a dab of cotton stuffed into the han- 
dle solved it. 


Glamour in Phones 


Coiored telephones, being glamor- 
ous, are enthusiastically promoted by 
Bell telephone companies and West- 
ern Electric. Extension telephones, 
though not so glamorous, are also be- 
ing promoted with excellent results. 
They enable subscribers, at slight ad- 
ditional cost, to save steps, answer 
more quickly and thus lose fewer 
calls. The extension user gets better 
service and gives better service to 
those who telephone him. 

At the end of World War II 
there were 22 million Bell telephones 
in use in the United States. Since 
then ‘another 21 million have been 
installed. If the Bell System had 
concluded that the saturation point 
had been reached, with new business 
leveling off to the demand of normal 
population growth, plus replacements, 
no one would have blamed the com- 
pany. But those who benefit from 
the nation’s expanding economy can 
take satisfaction in the fact that a 
more dynamic attitude was adopted. 

National advertising, such as that 
now scheduled by Western Electric 
to back up newspaper advertising of 
Bell telephone companies and their 
direct sales programs, is already pay- 
ing off. 

“Our people making telephone in- 
struments are working around the 
clock,” comments Reynolds. “Our 
other manufacturing locations, too, 
are feeling the stimulation of the Bell 
System sales effort, because new tele- 
phones mean that cable, wire, switch- 
boards and dial equipment are needed 
all along the line.” The End 


SALES MANAGEMENT 


In Parade 


Of the year’s one 
hundred largest 
national advertisers 
these use PARADE 


American Home Products Corp. 

Armour & Co. 

Avco Mfg. Co. 

Best Foods Inc. 

Block Drug Co. 

Borden Co. 

Bristol-Myers Co. 

California Packing Corp. 

Carnation Co. 

Chrysler Corp. 

Colgate-Palmoilive-Peet Co. 

Corn Products Refining Co. 

Helene Curtis Industries Inc. 

Doubleday & Co. 

General Electric Co. 

General Foods Corp. 

General Mills Inc. 

General Motors Corp. 

Gillette Co. 

Goodyear Tire & Rubber Co. 

Johnson & Johnson 

S. C. Johnson & Son 

Kellogg Co. 

Lambert Co. 

Lever Bros. Co. 

Liggett & Myers Tobacco Co. 

Miles Labs Inc. 

National Biscuit Co. 

National Dairy Products Corp. 

Nestlé Co. 

Pepsi-Cola Co. 

Pillsbury Mills Inc. 

Procter & Gamble Co. 

Prudential Ins. Co. of America 

Quaker Oats Co. 

R. J. Reynolds Tobacco Co. 

Simmons Co. 

\ Simoniz Co. 
. Standard Brands Inc. 
ATOMIC HAIR-RAISER Sterling Drug Inc. 
\ Swift & Co. 
Sylvania Electric Products Inc. 


| 
When a girl receives a tiny, harmless amount of atomic 


radiation her hair stands on end—like this. And when PARADE 
told about it in a report on the Oak Ridge Atomic 


Museum, five out of seven readers stopped to get the story. 


Features like this, week after week, make PARADE 
the best read magazine in print and give advertisers 
twice as many readers for thei~ dollar as the big weekday 


magazines, according to independent surveys. 


No doubt about it: To move mountains of merchandise 


at a profit, PARADE has what it takes! 


PARADE .. . The Sunday Magazine section of 47 fine newspapers in 47 major markets . . . with more than 14 million constant readers. 
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This is our kind of one-man agency 


There’s always one man at Y&R who has the basic 
responsibility for an account. 

But these men call on a small army of heads to 
think up sound new ideas for a client’s advertising 
. .. productive new solutions to his selling problems. 


YOUNG & RUBICAM, INC. Advertising 


New York + Chicago + Detroit + San Francisco + Los Angeles 
Hollywood * Montreal + Toronto + Mexico City + London 
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Marketing Pictographs 


Planned by the editors of Sales Management and designed by Hile-Damroth, Inc, 


To what extent do manufacturers lose business because 
of lackluster selling at retail? Look, for example, at the 
automobile industry. A country-wide study of 10,000 
family heads between ages 18 and 35 shows that one- 
third-of these car owners will switch to another make 
when they buy their next new car. Why? 


COMPLAINT To MA 
WITH THE CAR, BUT 
ONLY WITH THE DEALER. 


KE AT ALL 
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THESE FIGURES SHOW THAT BUSINESS LOST OR GAINED BY INDIVIDUAL CAR MANUF AC- 
TURERS AND THE DEGREE OF OWNER LOYALTY CAN BE DUE TO DEALER INFLUENCE. 


WHAT THE “SWITCHERS” DISLIKE ABOUT DEALERS: 


samc _|HAMHHIRRIFIIR 2 85 ater tr 
CHARGES: nnnenee 20% SAY “unfair, excessive.” 


ATTITUDE: LL A, 13% SAY “impersonal, too busy, discourteous.” 


- DEALS: n0¢ 7% SAY “unfair, high pressure.” 


PICTOGRAPH BY 


LOCATION: 1 5% SAY “too far away.” Gaet Monageenen 


by HILE-DAMROTH, INC 


Source: Redbook’s 6th Annual Automobile Survey. McCall Corp., 230 Park Ave., New York 17, N.Y 


to sell anything in Memphis and the Mid-South 


putitin CA- PS Coumerciat Appcat _— Press-Scimitar 


Facts and Figures Supplied by John J. Heflin, 
Secretary-Manager, Memphis Clearing House 


Memphis Banking 
... helps make Memphis 


The Number One Market in the Mid-South 


Economists agree that the best money measure of a market's activity 
and volume is bank debits. Here is the Memphis record of growth: 


$1,367,073,650 
$2,977,931 ,946 
1948 $6,221,762,160 
1953 $7,921,865,653 


1954 Bank Debits will exceed Eight Billion Dollars 


Served by three keenly competitive national and four state banks, 
Memphis offers Memphis citizens and Memphis commerce progressive 
banking service. New industry, large and small, can look for a friendly, 
co-operative banking welcome to Memphis. 


Two Dailies and The South’s Greatest Sunday Newspaper 


THE = AM -” MEMPHIS PRESS Sa 
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IS YOUR SPACE ADVERTISING 
TOO LITTLE AND FAR-BETWEEN? 


In newspapers and magazines, most advertisers try te 


make a little space do a big job. Big national advertisers, 
for example, tend to use both TV and radio more fre- 
quently and adequately than printed media. Here’s what 
happened in 1953 among advertisers who spent $25,000 


or more for space or time: 


one 


56% OF TV NETWORK 
ADVERTISERS SPENT $1 
MILLION OR MORE—FOR 
TIME ONLY. 


57% OF RADIO NETWORK 
ADVERTISERS SPENT $1 
MILLION OR MORE—FOR 
TIME ONLY. 


BUT ONLY... 


19% OF NATIONAL NEWS- 
PAPER ADVERTISERS SPENT 
$1 MILLION OR MORE FOR. 
SPACE, AND ONLY 


11% OF MAGAZINE 
ADVERTISERS SPENT $1 
MILLION OR MORE FOR 
SPACE. 


IN NEWSPAPERS, 80% OF NATIONAL ADVER- 
TISING SCHEDULES ARE LESS THAN 5,000 LINES; 
50% DO NOT EXCEED 1,000 LINES—EQUIVALENT 
TO ONE FAIR-SIZE AD. 


PICTOGRAPH BY 


e: H James Gediman, exe tive vice-president, The American 
Weeklyand Puck, The Comic Weekly, before Americon Association of 


tising Agencies, Ne 
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What? Ihe publishing big 


Yes.......and-for a right good reason! The 
time-pressured publishing executives (all 
members of the ABP) spent 5 solid days 
ata Harvard University seminar recently 
to search out. answers to management 
problems because—as everybody knows 
—a better managed businesspaper ‘is a 
better businesspaper... and a better ad- 
vertising buy, too. 


Fact is, school’s never out for the staffs 
of ABP papers. Publishers, editors, circu- 
lation managers, salesmen, and produc- 
tion people meet regularly in practical 
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study groups. They’re all working to build 
better and better publications . . . to keep 
the quality of their circulation high . .. to 
make more people read more and get more 
out of every issue. 

What does the advertiser get out of it? 
Plenty. A well read, soundly published 
businesspaper that. does more for its 
readers earns more for its advertisers, too. 
When the big brass of the ABP papers 
goes to school . . . everybody profits! 


THE ASSOCIATED BUSINESS PUBLICATIONS 


Founded 1906 « 205 East 42nd St., New York 17, N.Y. 


R., building better businesspapers... 


HARVARD COMES TO ABP. .. In a five-day seminar under Joseph C. Bailey, Pro- 
fessor of Human Relations, Harvard Graduate School of Business, ABP executives 
used the noted Harvard “case system” to explore better administrative practices. 


wigs g0 to school? 


ASK FOR THESE: 


MAN -IN-THE-MIDDLE—eight copy themes, a guide to ad- 
vertising in the business press—to sell more to and through 
dealers. Illustrated with examples. 


WHAT MAKES A BUSINESSPAPER ADVERTISEMENT 
Gcoop—slide-ialk program available to advertising groups, 
couleges and universities for the asking. For speaker and pro- 
gram, write to ABP’s Speakers Bureau, giving details about 
your group. 


anp—Be sure the data on your 1954 businmesspaper advertising 
expenditures is in ABP’s fourth study of Leading Business- 
paper Advertisers. Ask ABP for a form on which to report 
your figures. 


better businesspaper advertising 
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LEARNING NEW EDITORIAL TECHNIQUES 
... Led by Brian P. Emerson (right) Editor of 
Diesel Power & Diesel Transportation, editors 
explored up-to-the-minute techniques for better 
writing, editing, presentation , . . to keep papers 
selling to readers (and for. advertisers). 
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CIRCULATION CHALK TALK... At ABP’s 
National Circulation Roundtable in New York, 
R.E. Smallwood of Sales Management talked on 
renewal letter timing; Robert Birnbaum of 
Breskin Publications offered tests for renewal 
operations. It’s all part of ABP’s program to 
sustain the high quality of paid ABC-audited 
circulation. 


ABP GOES TO RUTGERS ...A member of 
ABP’s busy Speakers Bureau, James Allured, 
Eastern Manager of the Manufacturing Confec- 
tioner, talked to Rutgers University journalism 
majors ... to tell the story of the business press 
to future readers and advertisers .. . and attract 
qualified newcomers to the field. 


AGENCY HEAD TO SALESMEN .. . Here, War- 
ner S. Shelly, President of N. W. Ayer, tells 
ABP’s Dotted Line Club why businesspapers are 
important to advertisers . . . and how they can 
improve their services to advertisers and agen- 
cies. (Ask ABP for a free copy of the talk,- 
“Tell It In The. Trade Press.”’) 
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BATTLE OF 
THE BRANDS 


The complex jungle of brand names 
displayed on retail shelves points up 
the fact that ours is really, a com- 
petitive economy. To. get some indi- 
cation of the distribution and brand 
battle now wagéd in the: grocery 
product field, look at the accompany- 
ing chart. Using frozen foods as an 
example, a total of 664 different 
brands exist in 15 markets recently 
surveyed ...372 were found in only 
one market...121 brands are found 
in any two markets...and only two 
brands are obtainable in all 15 


markets 


Wh Mega 
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NUMBER OF BRANDS 
od 
FROZEN 


FOODS 


PUDDINGS AND 
PIE FILLINGS 


SALMON 


SYRUP AND 
MOLASSES 


TOMATO PASTE, 
SAUCE, PUREE 


VINEGAR 


COFFEE 
(Regular) 


WAXES AND 
POLISHES 


TOTAL 
BRANDS 
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Young Families Spend Money 


t 

tr i ‘ - j ‘ ) J 

The young marrjed market that is.typified by the Modenn Roman jf ' 
F ' ‘ ' 1 ; 

j } A | 

family has money to spend and they spend it! With the highest 

median income in the entire romance magazine -field, the young 

Modern Roman¢es family puts ts money to work buying the nt 

: ° - ' . ' 1 
less goods and:services needed by new, growing h hold ith 
young children. Take a look at their-buying record for the last 


year as shown by these figures from the latest Consumer Magazine 


Report of Daniel Starch & Staff. You'll see their value as new and 
: better customers for your products 

Modern Romances Households in the Past 12 Months: 
aah spent move than $500 for Wearing Apparel 
13.1% bought more Life Insurance 
15% bought a TV set 
35.8% of readers took a Vacation away from home 
$26 was median weekly Food expenditure for home use 

ADGRAPH BY 
> America's Youngest Married Woman Audience 


DELL PUBLISHING COMPANY, INC.+ 261 FIFTH AVENUE, NEW YORK 
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The desire to live in one’s own home continues to be a major 
factor in bolstering the economy. In the past five years, 5.7 
million non-farm dwellings were begun throughout the U. S. 
Most rapidly growing metro area with 1 million or more popu- 
lation: Los Angeles. It has increased its dwelling units by 27.5% 
since 1950. Tops for volume is the: New York-New Jersey metro 
area, with 460,500 new home “starts,” an increase of 11.6%. 
But the smaller cities can boast the great percentage gains. 


For example... 


THESE COMMUNITIES INCREASED THEIR 


NON-FARM: DWELLING STARTS... ...BY THIS PERCENTAGE IN THE PAST FIVE YEARS: 


. THE SOUTHWEST PULLS AHEAD 1-15-55 


BOOM: NEW HOMES.. 


ALBUQUERQUE 
SAN JOSE 
MIAMI 


AMARILLO 


if ORLANDO 


SAN BERNARDINO 


SACRAMENTO 

SAN DIEGO 

DALLAS 

CORPUS CHRISTI 

FT. WORTH 

ATLANTA 

PHOENIX 

WICHITA 

DENVER 
NORFOLK-PORTSMOUTH 
WASHINGTON, D.C. 
MEMPHIS 

EL PASO 

SAN ANTONIO 
TAMPA-ST. PETERSBURG 


HOUSTON 


= 


Source: Homer Hoyt Associates 


44% 


44% 
42% 
38% 
37% 
36% 
35% 
34% 
31% 
30% 
29% 
29%. 
28% 
27% 
26% 
26% 
25% 
25% 


| 25% 


23% 


23% 


PICTOGRAPH BY 


21% . Git Moana 


AMROTH IN 


real estate economists, Chicago & Washington, D. C 
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TAMPERPROOF, yet easy to open. 


Tamperproof Packages 
For Spare Parts 


A major redesign of all packages 
containing carburetors, car lighters, 
and small spare parts has just been 
completed by Rochester Products 
Division of General Motors, Roches- 
» te Puasa. 

The new family of packages in- 
cludes cardboard cartons and _ phar- 
maceutical capsules. 

The cartons are printed in orange 
and black, retain the large shadowed 
“RP” emblem of the manufacturer 
for easy recognition. They have been 
redesigned for convenience of dealers 
and service men and to assure them, 
through tamperproof features, of 
original equipment replacement parts. 


User Breaks Seal 


To remove a-part from a carton, 
the user must break the seal or other- 
wise destroy the carton in opening it. 

One unit, the carburetor repair 
kit, which comes in two sizes, has an 
additional feature: a perforated flap 
on the front for easy opening. It also 
serves another important purpose. 
This carton contains many tiny parts, 


some of which might be lost if spread’ 


out on a workbench. The perforated 
flap helps prevent this possibility. ‘The 
carton may be placed on its back, the 
front flap torn back along the per- 
forated lines, and each small part re- 
moved as needed. Also helpful to 
users and purchasers is the list of 
parts printed on the back of each box. 

To simplify the opening of other 
cartons, a thumb pushout has been 
perforated on one side near the top. 

The pharmaceutical capsules, 
which are transparent and hermetic- 
ally sealed, are used to encase matched 
float-valve needle and seat assemblies, 
and fuel strainers. The capsules are 
also tamperproof: they must be de- 
stroyed to be emptied. The End 
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In THE TROY, nv. y. MARKET 


ONLY 
THE RECORD NEWSPAPERS 


REACH THE BUSY MIDDLE PORTION 
OF THE EMPIRE STATE'S 3rd LARGEST MARKET 


The TROY-ALBANY-SCHENECTADY 
METROPOLITAN MARKET 


Check the business activity here! 


FOOD SALES $166,028,000.00 


Troy City Zone food sales | . 
AUTOMOTIVE SALES 


.$ 44,714,000.00 


$123,588,000.00 


Troy City Zone sales $ 29,334,000.00 


FURNITURE-HOUSEHOLD-RADIO $ 38,379,000.00 
Troy City Zone sales $ 10,833,000.00 


(all figures Sales Man. ‘54) 


REMEMBER ONLY THESE NEWSPAPERS WITH 99° CITY ZONE 
COVERAGE CAN DO YOUR SELLING JOB IN THE TROY MARKET 


THE RECORD 
NEWSPAPERS 


THE TROY RECORD THE TIMES RECORD 
TROY, N. Y. 


Circulation: 46,863 Rate: 20c 


Seed House Breaks with Tradition; 


Now Makes New Sales Records 


A seed was just a seed until Northrup, King introduced 


proprietary brand names, instituted a program to mer- 


chandise quality and brought new stability to an 


industry handicapped with age-old speculative practices. 


An interview by Elsa Gidlow with 
ERWIN H. KLAUS ° Marketing Director, and 


ALLENBY L. WHITE ° Research Service Dept., 
Northrup, King & Co. 


“What's seed anyway? Just an ac- 
commodation item. Can’t make any 
money on it.” 

That sentiment, prevalent among 
seed dealers, got a long, probing look 
three years ago from Northrup, King 
& Co., Minneapolis (“seedsmen since 
1884”). 

From the “look” came NK’s break 
with the traditional trading-specula- 
tion method of selling seed and crea- 
tion of a marketing operation co- 
ordinating product development, ad- 
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vertising, merchandising and selling 
in the field which has not only im- 
proved dealer profits, eased farmer 
problems, but is rapidly becoming the 
bread-and-butter foundation of NK’s 
business. A major effect of the pro- 
gram, NK notes, is stability all along 
the line from grower through whole- 
saler and retailer to farmer. 

In making the changeover. North- 
rup, King faced this fundamental 
problem: To help the dealer—the 
feed and seed store operator—-to sell 


Northrup, King seed products, and 
sell more of them than lower-price 
competitive items, at an equitable 
revenue. “We saw that we must be 
able to tell our customers, ‘Here is 
seed our competitors cannot dupli- 
cate,” says Erwin H. Klaus, NK 
marketing director. 

Results: NK became the first seed 
firm to... 

. . . Offer proprietary brands of 
alfalfa seed and pasture mixtures 
with definite benefits to farmers. 
Proprietary brands are so much a 
part of business, and so inseparable 
from modern selling effort, that few 
may realize that it is a revolutionary 
idea in the seed industry. 

. . . back up these products with a 
creative merchandising program. 

. . . give the dealer a selling pro- 
gram including proved profit oppor- 
tunities and incentives. 

. . . follow through with sustained 
selling effort and performance. 

Results are already apparent: 

According to Klaus, a farmer re- 
cently said: “You fellows are revo- 
lutionizing the seed business—and 
eliminating much of my problem.” 
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Dealers admit that in addition to 
realizing better profits on original 
sales, they are able to resell the same 
customer a known quality seed of 
consistent performance. This, plus 
advertising and merchandising assist- 
ance, is putting NK-dealer relations 
on a firmer basis. Klaus now speaks 
of “immense dealer loyalty,” and the 
“tremendous cooperation we are get- 
ting from our dealers and their em- 
ployes.” 

For the company, selling is easier, 
volume is up. Examples: In Cali- 
fornia today more than half of the 
alfalfa seed sold is NK’s 919 Brand ; 
in New Mexico, the 919 Brand, in- 
troduced as early as January, 1954, 
already accounts for half of the alfal- 


fa seed purchases; volume for the, 


919 Brand, introduced in the inter- 
mountain states this spring, was three 
times greater than company estimates. 


To Extend Program 


Company is preparing to extend 
the program from the I! western 
states where it was tried out to the 
remaining NK territory—lIowa, Min- 
nesota, Michigan, Nebraska, North 
and South Dakota, Mississippi, II- 
linois, Indiana. Klaus will head the 
company’s Marketing - Advertising 
Department to supervise operations 
from company headquarters in Min- 
neapolis, according to Maurice Keat- 
ing, NK president. 

In first assessing the seed situation, 
preparatory to working out the new 
program, this is what NK saw: 

A farmer, who considers himself a 
keen buyer, drops in on a seed dealer, 
examines the seed he is interested in. 
“Thirty-five cents a pound,” the 
dealer tells him, “fine quality seed.” 
The farmer, not committing himself, 
goes down the street to another 
dealer, examines his seed. He finds 
a point or two of difference, or pro- 
fesses to, returns to the first dealer 
and tries a bit of trading: He can 
get better seed at So-and-so’s for the 
same price. 

What argument has the first 
dealer? He does what he has done 
many times before in a similar situa- 
tion—cuts his price to keep the farm- 
er’s business. “That dealer,” com- 
ments Klaus, “is the victim in an in- 
dustry which, merchandising-wise, is 
20 years behind the times. The dealer 
has no comeback for the down- 
trading farmer because his seed sup- 
pliers have taken no responsibility for 
helping him to sell and to make a fair 
profit. They may have given him a 
product of good quality, but one that 
is in no way different from that of 
other suppliers and with no support- 
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ing merchandising program. 

‘We were no more pleased with a 
situation where the list price of an 
item was only a figure from which to 
start trading than was the little 
dealer who suffered from it. The seed 
speculator is still the leading factor 
in the industry. The product-——the 
seed—may be shifted around among 
owners who do their trading over the 
telephone, changing hands two, three 
or more times before it reaches the 
retail dealer. The dealer, if he is 
lucky, may sell it at a profit to the 
farmer. This car-lot trading in seeds 
follows much the same pattern as the 
well-known trading in futures in 
grain, rice or cotton.” 

Northrup, King & Co. has been 
and still is dominant in this car-lot 
trading in seed. Allenby White and 
Klaus, together with Ken Christen- 
sen, vice-president in charge of the 
firm’s Pacific Division, and Ralph 
Kelly, vice-president in charge of the 
Intermountain Division, saw __ its 
weaknesses, wanted to build better 
marketing procedures. Says Klaus: 
“There is nothing creative in this 
kind of selling. It is basically contrary 
to genuine sales effort as it is known 
to the readers of SALES MANAGE- 
MENT. 

“For one thing,” he explains, 
“there is constant trading down. For 
another, once a sale is made you put 
a period after it. There is no cumula- 
tive effect, little responsibility for the 
product on its way through sales 
channels to the consumer.” 


Dealer Had No Control 


“Little or no dealer loyalty can be 
built up. Naturally, his profit poten- 
trial diminished by actions entirely 
beyond his control, the dealer has had 
slight interest in selling seed.” 

Like the wheat and the tares, NK’s 
integrated marketing program is 
growing side by side with the specula- 
tive method. Development of proprie- 
tary brands was the first step in the 
new program, and was put under the 
direction of the company’s chief 
agronomist, Allenby White, now 
manager of the research service de- 
partment. This department, with a 
field staff of five trained agronomists, 
plays an important part in all phases 
of the marketing program. White, in 
his field, has the same role as a prod- 
uct engineer with a manufacturing 
firm. He points out, “In order to give 
the dealer profit protection and a de- 
fense against the trading-down ten- 
dency of the seed business, we had to 
develop products others could not 
easily duplicate.” 

For example, alfalfa seed. North- 


rup, King in the past had cleaned and 
processed the raw product to a high 
degree of quality, offered it to the 
farmer through feed and seed dealers 
in its area of operation—roughly, the 
far western, intermountain, and mid- 
western states. Others, White points 
out, could do the same. “Our prod- 
uct was no better, or different, ex- 
cept for small quality features hard 
to merchandise. Our task was to 
create an alfalfa seed that was def- 
initely different. So we added five 
new features.” 

NK’s Pioneer 919 Brand alfalfa 
seed (“Five Ways Better’) conse- 
quently could be promoted as (1) 
Wes-Gro processed, (2) fungicide 
treated, (3) area blended, (4) of 
highest guaranteed minimum purity 


and germination, (5) disease resis- 
tant. 


Exclusive Process 


Point one is an exclusive process 
called “a gentle method of reducing 
the ‘hard seed’ content of alfalfa with- 
out the injury usually associated with 
old-fashioned, harmful scarification.” 
Point two was worked out with E. I. 
DuPont de Nemours & Co., (Inc.), 
leaders in fungicide protection, over 
a period of several years. Point three 
has proved to be one of the strongest 
selling features: dealers can now tell 
them that it offers farmers seed “in- 
corporating the superior features of 
several of the best locally adapted al- 
falfas blended to produce a 
superior alfalfa product for your 
locality.” 

On point four the farmer is offered 
more than quality. The dealer tells 
his customer: “919 Brand alfalfa seed 
guarantees a purity of at least 99.9%, 
a germination and hard seed total of 
at least 92%. These 919 Brand 
minimums are higher than those con- 
sistently prevailing anywhere, on any 
other brand of alfalfa seed.” On the 
fifth point, farmers are told of a seed 

more resistant to common alfalfa 
diseases than ordinary alfalfa.” If the 
farmer, bent on down-trading, claims, 
accurately, that other seed on the 
market is also disease resistant, the 
dealer, well briefed by Northrup, 
King, can now reply: “Sure! But 
only such-and-such varieties . . . and 
they do not have these other four 
advantages.” 

This “product engineering” has 
helped to create pasture mixes of 
equal distinctiveness—clovers, _rye- 
grass, orchardgrasses, etc., from all 
over the world. They have been 
given the brand name “Pasture-Bred” 
and include a series of nearly a dozen 
varieties, most of them available only 


to Northrup, 
characteristics. 

On products such as these it is pos- 
sible to ask for and get premium 
prices affording fairer returns to both 
company and dealer ; the farmer bene- 
fits by receiving seeds of consistently 
dependable quality with plus features 
which can be sold. 

NK has taken on, with exclusive 
distribution rights in North America, 
Du Puits Alfalfa, developed in 
France by French plant breeders and 
tested in the U. S. since 1948. Be- 
cause of the exclusive distribution 
rights it has been possible for NK to 
integrate this with the proprietary 
brand promotion. The company also 
supports Department .of Agriculture 
seed varieties which, while not ex- 
clusive with NK and minus the built- 
in merchandising features, are widely 
demanded by U. S. farmers. 

“We consider it a part of our 
function,” say Klaus and White, “to 
bring these superior new seeds to our 
customers.” 


King, with unique 


Advertising Campaigns 


Second step in the NK program 
was advertising. Up to this time, 
Klaus says, advertising had been 
spasmodic, unorganized, unprogram- 
med. Now, the firm began to operate 
in terms of fall and spring campaigns 
built around the new proprietary 
brands. Advertising copy, merchan- 
dising materials, sales aids, point-of- 
purchase displays, all were created at 
the same time for each new campaign. 
The program, begun in the Pacific 
Coast and intermountain territories, 
was based on advertisements in the 
dozen or so farm publications read in 
these areas. Each major advertise- 
ment featured a case history in 
editorial-type copy, flanked by a 
column under the by-line of Allenby 
White, “NK Agronomist and Field 
Editur.” Example: copy for 919 
Brand alfalfa seed was headlined, 
“This Premium-Quality Alfalfa Hay 
Nets Grower an Extra $2 per Ton!” 
It pictured the farmer with the profit- 
able bales, told his story in news style. 
Brief selling copy explained why the 
farmer had realized better yield. 

“These case histories,’ Klaus em- 
phasizes, “claim nothing that has not 
been achieved in actual—not ouly test 
— performance on the farm.” 

Allenby’s columns contain no 
“commercials,” present information 
of general interest to farmers. 

The company departs from its case 
history approach when introducing a 
new product. Example: the series for 
Pasture-Bred grasses. Copy describes 
what the product is, why it is better. 
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White’s column provides general in- 
formation on pasture grass usage and 
development. As soon as performance 
histories are available, the advertise- 
ments present case studies, featuring 
farmer and locale. 

Another series of one-column ad- 
vertisements are perhaps unique in 
their field. The first ran iast fall in 
Farm Management; a new one ap- 
pears monthly. Editorial-type copy, 
which harmonizes with the make-up 
and content of the magazine, takes 
the reader behind the scenes of farm 
management, explores subjects such 
as the blending of seeds for adapt- 
ability to different areas; palatability 
of pasture mixes; what the company’s 
research service department is doing 
to help the farmer with major prob- 
lems. This series sells no one product, 
makes no claims, but serves to build 
confidence in the company (‘Seed 
science serves you at Northrup, 
King’). 

Third step in the integrated mar- 
keting program brought the dealer a 
selling program, presented him with 
new profit opportunities in seed 
handling and incentives for giving 
the maximum push to NK products. 

Advertising in dealer publications 
merchandised the new products and 
their selling advantages, while the 
consumer advertising campaign 


helped to provide selling push. 
Dealers were told of tie-in materials 
available: direct mail pieces, stream- 
ers, banners, three-way folders and 
other point-of-purchase helps. NK’s 
35 salesmen in 11 western states, 
Texas, and part of Nebraska brought 
them news of a profit program offer- 
ing higher immediate profits and 
additional profits on yearly sales. 

Dealers were invited to participate 
in a cooperative advertising program 
which included advertising mats, 
other aids, plus payment by the com- 
pany of 50% of the cost of radio time 
or local newspaper or farm paper 
space. 

They were provided with a sales 
kit called a “merchandiser,” contain- 
ing advertising proofs, mats, and ex- 
amples of all selling tools and aids 
available for the asking or incorp- 
orated in product packaging. 

Example of the last-mentioned: a 
bright yellow 534” x 834” card, 
printed in black, red and white, and 
fastened into the top of 100-pound 
seed bags. The card shows in red on 
a map the area for which the seed is 
adapted (“Blend 10,” “Blend 15,” 
“Nevada Blend,” etc.) and lists in a 
box its main points of superiority 
(“Five Ways Better”). Brand name 
and product identification are on the 
reverse side of the card. 


WORKING MINIATURE IS A SILENT SALESMAN for a new sign 
product being promoted by Artkraft Sign Co., Lima, O. Company 
sends a smalli-size working replica of an actual Artkraft-Neviol sign, 
on request, to national users of dealer identification signs. The pros- 
pect simply plugs in the sign for a demonstration. The sign utilizes 
a special plastic, an imported fluorescent material and black light: 
entire face of the sign serves as a huge fluorescent lamp when lighted. 
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the great cost of sales calls made too late 
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« Wasteful, indeed, is the time and money spent chasing down a sales 
lead only to lose the order because your man doesn’t get to the prospect 
until it is too late. Competition gets in on the ground floor. But you can 
beat competitors to the gun much more often by making it easier for more 
buyers to call in your men first. aA good catalog program is the key, 
because those who specify in industry almost always use catalogs to sift 
suppliers before calling in salesmen. And your catalogs can be planned 
specifically to induce more of them to call your men. They can be placed 
strategically in the offices of all potential customers and kept there ready 
for instant use. « Helping manufacturers get more invitations for their 
men to call, through better catalog procedure, has been the whole business 
of Sweet’s for nearly 50 years. A helpful new booklet, ‘*‘ Your catalogs— 
key to more orders,” is yours for the asking. Sweet’s Catalog Service, div. 
of F. W. Dodge Corp., Dept. 35, 119 W. 40St., New York 18. Offices in all 
principal cities. ‘‘The easier you make it for people to buy your products, 
the easier they are to sell.” 


Dealers learned they could in- 
crease normal profits on proprietary 
brands, that there was available to 
them a bonus based on quantity, or 
volume of sales. The incentive system 
allows dealers of any size to partici- 
pate and benefit. 

Dealers also learned of NK’s 
policy ot no competition. NK does 
not sell direct, even on large ac- 
counts. If a company representative 
must take a farmer’s order (for 
instance in the course of giving aid 
from the research service department 
which the customer has requested), 


the order is processed through the 
appropriate dealer, or that dealer is 
sent a check for the amount of profit 
he would have made on the sale. 
Of this policy Klaus says, “A 
company must make up its mind how 
it wishes to do business. If your 
dealer organization is important to 
you, and you desire dealer loyaity, 
you yourself must give loyalty and 
cooperation. Benefits must be mu- 
tual.” This attitude, he adds, has 
contributed to making the NK dealer 
organization “just about the strong- 
est in the industry . . . and we want 


DO YOU PUT THIS 
“SQUEEZE PLAY”’ 
ON YOUR CUSTOMERS? 


When your phone lines do double duty — 


on internal and outside communication — 


customer calls often get “squeezed out” at 


your switchboard. How many urgent 


phone orders are sidetracked to competitors 
because your city lines are crowded with 


inside calls? A ‘Private Line’ inside phone 
system provides a separate network for all 
internal business . . . steps up efficiency ... 


Automatic switchboards, 
from 5 to 5000 stations, 
with loudspeakers. 


clears city lines for speedier customer 


service. ‘Private Line’ quickly pays its cost 
in time saved and reduced phone bills. 


Con 


164 Britannia St. 


munication systems. 


Name 


NECH CUE 


TELEPHONE & ELECTRIC CORP. 
Meriden, Conn. 


Send me literature on ‘Private Line’ intercom- 


Push-button signalling, up 
te 10 stations, with loud- 
speaker stations. 


Firm 


Send for the story of 


Address 


‘Private Line’ savings 


City 


and services. 


to keep on building in that direction.” 

Fourth point in the integrated 
marketing program—selling effort 
and performance—depends to a large 
extent on the sales force and the 
staff of research service department 
agronomists who spend much of their 
time in the field. The two groups co- 
operate in helping the dealer to sell 
and assist customers in realizing more 
benefits from NK products. 

Having developed brands of seed 
that cannot easily be duplicated, the 
company emphasizes a brand of sales- 
manship unmatched by competitors. 
It encourages and trains salesmen to 
have as their prime objective helpful- 
ness to dealers, even to spending un- 
scheduled time with them at the 
sacrifice of another call. 

Salesmen are trained to make full 
use of the research service department 
to help the dealer and his salesmen 
with sales by showing the farmer the 
benefits he will receive from the im- 
proved and unique NK _ products. 
Only NK in its industry has such a 
research department which dealers, 
salesmen and farmers may draw upon 
for answers to their problems. 

“When an NK _ representative 
enters a dealer’s store, we want that 
dealer to be genuinely glad to see him 
because on his last visit he gave him 
such valuable information or selling 
assistance,” Klaus says. 


Salesmen Make Suggestions 


NK salesmen, who are paid on a 
straight salary basis, also provide in- 
formation for the planning phases of 
the marketing program whenever 
possible, campaign outlines are pre- 
sented to salesmen at sales meetings 
in their districts. Advertising, display 
material, sales aids in the rough are 
shown and discussed and salesmen 
are given the opportunity to suggest 
modifications or changes based on 
their knowledge of the field. 

If a salesman’s suggestions are ac- 
cepted, he is told why. Likewise if 
they are not accepted, he is given the 
reasons. 

The same frank discussions of cam- 
paigns in the planning stages, quantity 
discounts, bonus arrangements, and 
similar matters of keen interest to 
dealers, have been conducted by the 
company at dealer meetings to obtain 
a cross section of dealer opinion 
which provides guidance for devel- 
oping programs acceptable to the 
majority. 

This approach brings a warmer, 
more creative, grass roots response, 
both from salesmen and dealers, NK 
executives say, than does the finished 
package. The End 
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Big producers of ready-mixed con- 
crete, Lumber & Building Material 
Dealers ore a constant market for 
batching equipment. 


Stacking pallet racks stack up big 
profits for monufacturers who sell 
their production to the most mecha- 
nized dealer on the retail sales 
scene; the Lumber & Building 
Material Dealer! 


Because no other retailer moves such 
a volume of heavy materials, Lumber 
& Building Material Dealers and 
Wholesalers need a big volume of 
this kind of equipment. 


It takes a whale of a 
lot of equipment to 

move 8 billion dollars 
worth of lumber and 
building materials 


Equipment like this is moving millions of 
feet of lumber, plywood, wallboard, roof- 
ing...and millions of tons of cement, coal, 
sand, gravel and related materials for the 
readers of BSN. BUILDING SUPPLY NEWS 
reaches the dealers who do 88.2% of the 
total annual volume of building material 
sales— who need efficient equipment to 
keep their material handling cost down. 
Ask your BSN representative to tell you 
more about it. 


BSN is the 1st DEALER Merchandising 
Publication 


BUILDING 


SUPPLY NEWS 
5 South Wabash Ave. 
Chicago 3 


Lumber & Building Material Doalers 
are a lucrative market for lift trucks 
and straddle carriers — equipment 
that was “born” to serve this great 
industry. 


The popularity of pre-cut, panelized oe 
homes has helped increase the great 
demand for woodworking tools and 
created a bigger market for power 
sows, planers and related equip- 
ment. 


Ready-mixed concrete must be 
delivered fast and on time, and 
Lumber & Building Material Dealers 
ere a big market for equipment 
like this. 


An average of 4.76 trucks per BSN 
dealer-reader means a large new 
and replacement market each year 
for macy different types of motor 
vehicles. 


Work horse of the material yard, 
there’s a big demand for front-end 
loaders among Lumber -& Building 
Material Dealers who all need ver- 
satile equipment. 


Printed Product Information in Indus- 
trial Buying: A Summary of one phase 
of the “Survey of Industrial Buying 
Practices” originally conducted by the 
National Industrial Advertisers Associ- 
ation, issued by the sales promotion 
and advertising department of Sweet's 
Catalog Service. It shows how com- 
parison of printed product information 
was the sole basis for the decision to 
buy or call a supplier’s salesman in 
60.1% of the 383 makes considered. 
The dollar amount of each purchase is 
given, also the number of makes con- 
sidered, number of salesmen called in 
or salesmen who came in, how the buyer 
decided which makes’ salesmen they 
wanted to see, and the relationship of 
printed product information to a sup- 
plier’s chances of getting the order. 
Results of the survey point up the 
need for having organized product in- 
formation in the buyer’s hands so that 
when need arises he knows where to 
get the product. Write to Garwood 
Wolff, Sweet’s Catalog Service, 119 
W. 40th St., New York 18, N. Y. 


~ 


This description of the free booklet, 
“The Need for Printed Product 
Information in Industrial Buying,” 
appeared previously in “Worth Writing 
For.” We reprint it here for the bene- 
fit of those who might have missed it. 


SG Sweet's Catalog Geevtce 


Let This CPA Help 
You SAVE 
TAX MONEY! 


A Complete yet 
Simple Salesmen’s 
Expense and Tax Record 


How often have you wished for a really 
practical expense book for you and your 
salesmen, one that covered your needs 
yet wasn’t cluttered with useless pages 
and expense captions? Here’s the answer 
for all salesmen who pay part or all of 
their business expense. 

Designed by a CPA specializing in 
salesmen’s tax problems. Simple—takes 
only a minute to keep a day’s expense 
record. Small—fits your pocket or car 
glove compartment. Complete—all tra- 
veling, personal, entertainment and mis- 
cellaneous business expense items fully 
provided for. Authoritative — explains 
many new tax deductions under the new 
code. Tells how to save on car deprecia- 
tion, what records the government ex- 
pects, what expenses are allowable. 

Write now for your copy. Look it 
over. If it fills your needs, we will bill 
you the single copy price of $2.95. If 
not, return it within 15 days at no cost 
to you. Appreciable discounts for quan- 
tity purchases. 


MATHER PUBLICATIONS 
First National Bank Bidg., Alliance, Ohio 
ERE SBS SBE BRE Bee 
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_ WORTH WRITING FOR... 
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Booklets, surveys, market analyses, promotional pieces. 


and other sales literature useful to marketing executives. 


The Light Construction Market: 
A study made by Practical Builder, 
which evaluates the entire light con- 
struction market, provides statistics 
which show why building industry 
sales and advertising plans for 1955 
must include it. The total 1952-1953 
dollar volume breaks down this way: 
new residential construction, 42.5% 
($25,656,250,000) ; non - residential 
construction, 21.5% ($12,995,650,- 
000) ; remodeling, alteration and re- 
pairs, 36.0%  ($21,700,000,000). 
Data cover distribution of builders 
according to the number of homes 
built ; what the “average” builder did 
in annual volume of new residential 
construction, remodeling, alteration, 
repairs and non-residential construc- 
tion (1952-1953) ; where and how to 
sell the light construction market. 
One section is given over to a two- 
year building “shift” pattern which 
shows that builders are not the same 
people each year and explains why 
a “two-house” builder can have more 
buying power in a given year than a 
“50-house” builder because of the 
non-residential building and remodel- 
ing he did. Case histories prove the 
point. Write to Sid Hoganson, Pro- 
motion Director, Practical Builder, 


5 S. Wabash Ave., Chicago 3, III. 


Ideas for Point-of-Purchase Dis- 
plays: AA file of case histories pre- 
sented by Display Sales, which in- 
cludes a variety of applications of dis- 
plays and exhibits. Included are a 
General Electric combination display 
stand and demonstration booth which 
features a plastic curtain that permits 
the visitor to step inside and feel the 
comfort of air conditioning; a display 
to illustrate the beauty and special 
features of the Tappan “tap’n” wall 
built-in electric range; The Dayton 
Pump & Manufacturing Co. Rapi- 
dayton water system display stand; 
the Surface Combustion Corp. dis- 
play which uses the company’s actual 
automatic Janitrol gas conversion 
burner to present the story: Interna- 
tional Steel Co. exhibit at Evansville, 
Ind., airport, which is basically ed- 
ucational in demonstrating its points 
in three-dimensional models; Brady 
cooling system cleaner display using 
animated lighting to demonstrate the 
functional theme; Johnson paint dis- 
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play which attracts attention and 
amuses with the illusion of paint 
pouring continuously from can to can 
and changing color in the process. 
Write to Rosella Quinn, Display 
Sales, 1632 Gest St., Cincinnati 4, O. 


Package Design: A package eval- 
ulation and idea source for users of 
corrugated packaging, presented by 
Hinde & Dauch. It outlines a step- 
by-step procedure in the development 
of a corrugated package from original 
blueprint to finished box, and _ il- 
lustrates the fact that, while produc- 
tion protection is a major factor in 
packaging design, packing, handling 
and shipping costs, product promo- 
tion and identification are significant 
objectives in package engineering. 
Sixty “tricks of the trade’’—cor- 
rugated devices used by package en- 
gineers to protect merchandise in the 
package—are also shown. Write to 
Howard Swink, Hinde & Dauch, 
Sandusky, O. 


Marketing Research Bibliog- 
raphy: Current sources of informa- 
tion compiled by Nathalie D. Frank, 
librarian, Geyer Advertising, Inc., 
and sponsored and published by 
American Marketing Association, 
Inc. References have been restricted 
to main sources of statistical data, to 
directories and bibliographies of pub- 
lications in the general field — of 
marketing. Titles are classified by 
subject, with a brief summary of each 
one. Price, 50c a copy. Write to Wil- 
Gordon, Jr., Executive 
Director, American Marketing As- 
sociation, Inc., 1525 E. 53rd St., 
Chicago, III. 


The Buffalo Market: Data book 
published by Buffalo Courier-Ex- 
press. The largest market in New 
York State outside of New York 
City, the 1953 retail sales in the 8- 
county market area came to $1,862,- 
109,000 through 19,362 retail stores. 
Effective buying income totaled $2,- 
449,593,000. The three market areas 
—ABC City Zone, Metropolitan 
Area, 8-county Area—and their com- 
ponent parts are described with the 


SALES MANAGEMENT 


aid of three maps in color plus basic 
data to give perspective. A tabulation 
on suburban Buffalo shows the pres- 
ent size and growth of each of the 
city’s suburban sections. The re- 
mainder of the book is devoted to a 
variety of detailed information and 
statistics on the market areas, as well 
as the counties and cities they em- 
brace. Data are divided into four 
sections: population characteristics 
and living standards; retail trade; 
buying: power ; general data. Write to 
R. C. Harris, General Advertising 
Manager, Buffalo Courier-Express, 
Buffalo, N. Y. 


lowa Heating and Air Condition- 
ing Survey Data: Report from the 
Research Division, The Des Moines 
Register and Tribune. It presents for 
the first time a detailed account of 
methods by which Iowans acquired 
their present heating equipment and 
indicates the brands in use. The re- 
port reveals that demand for heating 
and cooling equipment in Iowa is 
high and on the increase. Fifty-three 
thousand families, or 6.8%, of all 
families, are planning to purchase 
sume heating equipment. Approxi- 
mately 24,000 families will purchase 
air conditioning equipment this year. 
The trend for heating fuel use con- 
tinues away from coal and strongly 
toward oil and gas. Use of liquid 
petroleum gas shows up noticeably 
among farmers. Warm air heat is 
popular, with about 9 out of 10 
families using it. Of Iowans living 
in houses or duplexes, 20.8% have 
heating equipment over 10 years old. 
Write to Charles J. Feldmann, Ad- 
vertising Director, The Des Moines 
Register and Tribune, Des Moines, 
Ta. 


Non-Metallic Minerals Market: 
Prepared by Pit and Quarry accord- 
ing to the outline recommended by 
National Industrial Advertisers As- 
sociation. It portrays the selling po- 
tential in the $3 billion non-metallic 
minerals industry and the “how to” 
approach in selling to the market. 
Among the subjects covered are 
markets served; circulation analysis, 
history, policies and location; editor- 
ial history; editorial and readership; 
special services; market, growth and 
prospects. There is also a tabulation 
showing P and Q’s breakdown of 
circulation by industrial classifica- 
tions and by occupational functions. 
Write to George P. Grant, General 
Sales Manager, Pit and Quarry, 431 
S. Dearborn St., Chicago 5, Ill. 
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"A logical medium," 
says | 


Milford Rivet 
Hits It Right On The Head 


From paper towels to multi-million dollar generators, The 
Wall Street Journal is a direct channel to a broad market for all 
types of business goods and services. Its readers are engaged in 
every line of business everywhere. That’s why, if you want busi- 
ness action, The Wall Street Journal should head your list. 


Circulation: 317,381 


ABC attained — Sept. 30, 1954 
THE WALL STREET JOURNAL 


at 


TRY SAMPLE FIRST is object of 
piggy-back bottle, offered at special 
price. Label is “a major medium.” 


WHAT IS PINE SOL? Company told 
“practically everything” about it in 
page insertions in newspapers. Prob- 


From Scratch to $3,000,000 
In Six Years: Pine-Sol Did It 


. . . and in a hotly competitive industry. It's largely a story 
of persistent spade work at the broker and dealer level, 


plus consistent advertising in newspaper, TV, and radio 


media. Major markets were developed one-by-one. 


BY LAWRENCE M. HUGHES 


Milner Products Co., Jackson, 
Miss., has proved that even in a 
toughly-competitive industry a new 
product still can be born—and grow. 
In fact, it can multiply. 

From an obscure janitors’ supply 
item, Milner has turned Pine-Sol 
into a product bought and _ used 
regularly by housewives in every state 
and Hawaii and a dozen foreign 
countries, and in six years has stepped 
up sales of this liquid cleanser-de- 
odorant-disinfectant from $77,000 to 
more than $3 million. 

Pine-Sol’s current $400,000 an- 
nual advertising program is still tiny 
compared with the multimillions the 
big fellows in the spick-and-span in- 
dustry can slam around. But ideas 
and ingenuity, energy and thorough- 


82 


ness, intensive advertising and pro- 
motion and close and constructive 
trade contacts, have made up for it. 

Meanwhile, as companions to 
Pine-Sol, Milner is building distri- 
bution and sales for other products, 
which compete even more directly 
with the big fellows. 

At 37, Robert Ernest Dumas 
Milner himself is solvent enough. 
Financially he has come far from the 
Mississippi farm where he and 11 
other young Milners were reared. In 
Jackson (pop. 115,000) he owns 
$2.5 million of real estate. He owns 
what is called a “French Provincial” 
home and has 500 acres near there. 
His various businesses, including 
three Chevrolet dealerships, have an- 
nual sales of more than $30 million. 


lem was to transform a janitors’ sup- 
ply item into a home necessity. A 
three-step promotion plan helped. 


Volume 


He has just helped to angel the 
launching of a daily newspaper in 
Jackson called the State Times. 

He made his money partly in oil. 
When the Army Air Corps took him 
in 1942, Dumas (then 25) owned 
car and truck dealerships, 14 service 
stations, and was buying and selling 
oil in four states. 

Petroleum products, that is. 

All the oil that enriches the South 
is not pumped from the earth’s 
bowels. Some of it is just-a-settin’ in 
the decayed stumps of yellow pine 
trees. Today, across Dixie, dynamite 
and bulldozers are at work on these 
stumps. Steam-distillation is separat- 
ing pine oil from by-products. And 
for all these various juices ingenuity 
and salesmanship find customers to 
pay more than $600 million a year. 

In 1948, as payment for a debt, 
Dumas Milner took over Magnolia 
Chemical Co. Its personnel totaled 
six—three in the office-factory and 
three salesmen. Its one product was 
Pine-Sol. The outfit’s name was 
changed to Milner Products Co. 

Young Milner decided that the 
wisest thing he could do would be to 
put someone into it who énew this 
business and then let Aim run it. 


SALES MANAGEMENT 


Our business is 
beating your competition 


What do you want to do, Mr. Executive? 


For a real sales lift, 
turn to air travel 


Your men will fight to visit Paris 
nightclubs, fish off Catalina, sail 
Bermuda waters or laze at Wai- 
kiki. And air travel packs more 
fun into less time off, encour- 
ages educational contacts among 
a plane-load of winners, fits your 
timing, your budget and your 
group size. C-M makes all ar- 
rangements for trips and glamor 
extras, using the air travel facil- 


ities of ... rr 


Pin AMERICAN Worto AIRWAYS 


see 
UNITED AIR LINES 
ee 
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Beat a competitive threat? Reverse 
a sales slump? Spotlight your line 
on dealer and distributor shelves? 
Gain fast momentum for new 
products or promotions? 


In as little as three weeks’ time, 
a professionally-planned incentive 
campaign can get results for you. 


OUR METHODS are based on 
human nature—the most stable 
thing in the world. We know, for 
instance, that merchandise prizes 
will stimulate more work than cash, 
which is soon swallowed by bills. 
That families apply more pressure 
than a sales manager would dare 
exert. That every man should have 
a chance to win something. 


OUR WEAPONS are all the things 
men want most — trips, luxuries, 
honor and recognition. We provide 
a prize for every taste, every cam- 
paign budget, every level of sales 
ability. We combine sales training 
and sales incentive to get both im- 
mediate and long-range results 
from factory, wholesale and retail 
sales people. 


OUR SUCCESS is a matter of rec- 
ord. “It is amazing how you do it,” 
says a top meat packer. “You seem 
able to anticipate all problems and 
have all things taken care of before 
they happen.” 

An auto manufacturer writes: “I 
would like to congratulate Cappel, 
MacDonald for the splendid man- 


ner in which you handled the con- 
test and trip activities.” 

“All of our distributors and deal- 
ers were certainly most compli- 
mentary,” says an electrical ap- 
pliance manufacturer. “It was a 
most profitable trip for us.” 


OUR SERVICE costs nothing ex- 
tra, yet saves hours of your time. 
Drawing on 32 years’ experience 
in motivating men, C-M experts 
will handle the entire campaign— 
preparing all plans and promotion 
material, supplying your winners 
with merchandise prizes at whole- 
sale cost, arranging preferred- 
guest travel for groups of any size. 
Profits from your extra sales pay 
for the prizes won; service is cov- 
ered by normal distributor-travel- 
agency discounts. 

If that sounds like a money-making 
proposition, act now to sharpen 
your competitive edge with mer- 
chandise and travel incentives. 

rt 


centre 


sTo"r 


SEND FOR FREE FACTS 

Fvery executive who wants to get 
more out of his men can profit by 
reading “The Incentive Story”. It 
tells how to stimulate extra work 
and enthusiasm, describes record- 
setting travel and merchandise cam- 
paigns. Write on your letterhead to 
CappeL, MacDonaLtp anp Com- 
PANY, Dept. D-1, Dayton 1, Onto. 


CAPPEL, MACDONALD AND COMPANY 
Dayton, Ohio rom Offices in all principal cities and Canada 
MERCHANDISE INCENTIVES ¢ PREMIUMS ¢ TRAVEL INCENTIVES 
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This AMF Pinspotter sets, clears 
and re-sets bowling pins, the 
Pindicatur* flashes hits, and balls 
are returned in a continuous, 
fully automatic operation! 

eT. M 


@ 


RN 


The highest scorer ts QUALITY! 


The AMF Automatic Pinspotter is only one of the new machines which 
the ever-expanding American Machine & Foundry Company has intro- 
duced in recent years. Before World War Il, AMF only made special 
purpose machines for the bakery, textile and tobacco industries. During 
and since the war it has produced a great amount of military equipment, 
and has entered several other fields with new divisions devoted to the 
manufacture of such products as bicycles, generators and relays. 


Because AMF insists that all its products must meet rigorous perform- 
ance standards, its development programs are exceptionally thorough. 
The Pinspotter, for example, was perfected after exhaustive research 
and years of field testing. A similar high quality standard applies to 
all AMF business procedures, symbolized by its choice of Strathmore 
Paper for its letterhead. 


When you examine Strathmore Letterhead Papers, it becomes obvious 
why countless prominent firms have selected them for their correspon- 
dence. Strathmore craftsmanship adds immeasurable expressiveness to 
a letter, and its quality defines the fine character of its user. Ask your 
supplier to show you samples of your own letterhead design on 
Strathmore papers. 


Someone recommended to him How- 
ard S. Cohoon of Chicago. As sales- 
man and sales supervisor for Gold 
Dust; district manager and sales pro- 
motion manager, Iowa Soap Co., 
Burlington, Ia.; sales manager, 
Linco Products Distributing Co., 
Chicago, Cohoon had spent a quarter- 
century in suds. Milner gave him the 
title, and responsibility, of executive 
vice-president. From the start Co- 
hoon has been the active builder of 
Milner Products. 

In his room in New York’s Wal- 
dorf-Astoria recently, before setting 
forth to call on grocers, Cohoon sum- 
marized the methods and results in 
five years of building. With him was 
Frank W. Morr, vice-president, 
Gordon Best Co., Inc., Chicago, who 
has handled Milner Products’ adver- 
tising from the start. 

Since its introduction as a con- 
sumer product in Birmingham, Ala., 
in February 1949, Howard Cohoon 
said, more than 20 million bottles of 
Pine-Sol have been sold. In the year 
1953 the product’s sales exceeded 
$1.5 million. In the first half of 1954 
its sales were more than that. 


Milner Multiplies 


Meanwhile, on the same _ thor- 
ough market-by-market sales-adver- 
tising pattern, the company has 
launched other products: White 
Wave, a detergent for controlled 
sudsing in automatic washers; Gala, 
a powdered bleach, and MIilner’s 
Pine-Scented Liquid Household 
Cleaner. 

The 55 people now employed by 
the company include a sales staff of 
13—whose efforts are reinforced by 
80 brokers and their 500 salesmen. 

Except for the product itself every- 
thing about Pine-Sol had to be 
started from scratch—or completely 
redone. 

Although industrial uses of pine 
oil were pretty well established, it 
was explained, Pine-Sol’s originators 
had gone broke trying to introduce it 


STRATHMORE LETTERHEAD PAPERS: Strathmore Parchment, Strathmore Script, Thistlemark 
Bond, Alexandra Brilliant, Bay Path Bond, Strathmore Writing, Strathmore Bond. 
Envelopes to match converted by the Old Colony Envelope Company, Westfield, Mass. 
STRATH MORE THIN PAPERS: Strathmore Parchment Onion Skin, Strathmore Bond Onion Skin, 
Strathmore Bond Air Mail, Strathmore Bond Transmaster. 


to the grocery trade. A few grocers 
around Jackson had bought it—but 
they weren’t selling it. 

The bottle label showed one skinny 
pine tree and named the product. The 
Best agency people went to work on 


it. They talked with housewives, 
visited processors of pine oil and, 
Frank Morr says, sought to put the 
findings into “clear and simple serv- 
ice copy, so that the purchaser would 


MAKERS OF FINE PAPERS know what the product would do 


and how to use it.” 
‘ : ‘ The label in fact became a “major 
Strathmore Paper Company, West Springfield, Massachusetts 


medium.” On the example of bread 
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That’s what your dealers will be saying when 
you back them with Trade Mark Service in the 
‘Yellow Pages’ of telephone directories. 
Your local dealers will be identified with your 
a branded products — tying your national promotion 
E eianaedpaed right down to the community level. And they 


| In The ' will make more phone-in and walk-in sales. 
‘Yellow Pages 


Trade Mark Service is an effective, economical, 
sales-getter. It brings your prospects 
and dealers together. 


For further information call your local telephone business office or see the latest issue of Standard Rate and Data. a» 
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advertisers, who put “‘news’’ into an 


Wr = recA ha Ye additional band around the wrapper, 
: | Milner printed on the first label an 
| offer of “5 cents off.” Then, for more 

| information und selling, bottle collars 

were added. The cost of both timely 

labels and collars is nominal, Frank 

C T VE Morr explains. “They get ‘100% 


distribution,’ without extra work by 


¢ i ] | grocers, brokers or our sales organ- 
e | ization.” 


Another attention-getter has been 


INCLUDING GAS, OIL, MAINTENANCE : a two-ounce “piggy-back bottle,” tied 
INSURANCE, TAGS, DEPRECIATION with a rubber to the neck of a pint 


size and offered at special price with 
General Auto : it. To keep retailers from detaching 
is Cutting Costs jets ep on. sm O00 cneed raw. sts the little bottle and selling it for a 


a FORDS, PLYMOUTHS, CHEVROLETS READY FOR dime—or using it themselves—the 
for Leading Firms IMMEDIATE DELIVERY AT LOW COST RENTALS label on the larger bottle emphasized 


that it was “free goods.” 
. Marsh & MeClennes 
a PLAN B 50 Until last year, Milner offered 
Per Monthy Rent re jobbers’ salesmen and retailers such 
M (Slightly Wigher in West) premiums as watches and electric 
verage 


* Markel Service Inc- siesta Cilla ideals tah PC irons, rotisseries and blankets on 25- 


+ Universal Atlas less than company-owned of salesmen-owned cor plans. case deals. These offers were made 
Cement Co. mai And — entire cost is tax deductible . . . no capital tied mainly in late year when grocers are 
American Bridge up in frozen assets. sage 

° All plans include immediate repl in case of fire, inclined to reduce stocks. 

theft or serious damage; new cars every 12 months. 


Special plans to meet specific needs. Among other “media” are signs on 
Write- Phone~Wire HIGHEST PRICES PAID FOR YOUR PRESENT CARS the company’s fleet of big white 
trucks—which distribute its products 

GENERAL AUTO RE NTA L co. to the farthest corners of the country 

Coast-to-Coast —proclaiming the virtues of Pine-Sol 

HAROLD B. ROBINSON © Livingston 8-5000 and Gala. ... 

6610 N. BROAD STREET, PHILADELPHIA 26, PA In planning space and time adver- 
tising, Morr says, Milner faced the 
facts that “the product was non- 
glamorous; both the kind of product 
and the brand name were not known, 
and there wasn’t much money to 
ie make them known. 

Sg8 “In the strictest sense, our adver- 
THE Quad-Cities ARE : tising has been a selling tool. From 
the start we’ve had to make it im- 


84" ; pressive enough to convince chain 


and wholesale grocery buyers that it 
IN POPULATION 


would pull the product off the shelf.” 


One Step at a Time 


over half (57%) live on the sae Step No. 1 was to choose “daily 

ee) newspapers as the initial medium to 

Hlinoi id h se provide mass coverage and visual 

mois sig@@ .... . where identity for the package and -the 

label. A printed newspaper ad also 

can be shown to buyers to prove the 

. advertising support behind the item. 

ff j We picked full-page size for the in- 

cover 9 out of 10 homes. d Pas troductory a‘s. This told the buyers 

that we meant business and we were 

sure of the product’s success. On the 

3 s ; day it was published, at least, our 

full page would rank us with the 

largest advertisers. And in it we 

THE ROCK ISLAND ARGUS EE could tell consumers practically 

THE MOLINE DISPATCH ; rene! tome | = knew about the merits 
on Pine-Sol. 

One page was scheduled to run on 

market-basket day for three weeks in 

a row. Then for the next five weeks 


THE ARGUS and THE DISPATCH 


THE NEWSPAPERS THAT COVER THE ILLINOIS SIDE OF THE QUAD-CITIES 


Catt ALLEN-KLAPP — New York, Chicago, Detroit, San Francisco 
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insertions were 1,200, 825 and 390 
lines, followed by “reminders” of 90 
lines. Buyers were shown portfolios 
of proofs of all advertisements. 

Milner put a crew of four men 
into Birmingham. Howard Cohoon 
guided their efforts in calling on 
chains, supers and other grocery pros- 
pects. (Brokers were not yet in the 
setup.) Prospects were told of “the 
only cleaner that disinfects and deo- 
dorizes as it cleans.” ‘They learned 
that women like the pine odor too. 
Then there was the advertising. .. . 
Growers who would not buy Pine- 
Sol as a disinfectant took it as a 
cleaner. Because of its versatility 
(“43 vital home uses’) Pine-Sol did 
not replace anything on their shelves. 

“Distribution” in each market was 
to mean sales to 90% of chains and 
supers and to 75% of independents. 
But advertising was promised—and 
delivered—regardless of whether this 
objective was reached when the first 
insertion was scheduled. 


A Lot of Uses 


Birmingham has two general 
dailies. But with a limited budget, 
Morr explains, it was decided that 
“we would sell more Pine-Sol by 
doing a thorough selling job through 
the circulation of one of them.” 

The opening advertisement, in 
newspaper front page style, bore the 
banner: 

“BIRMINGHAM HAILS ‘PINE-SOL’ 
WAY FOR EASIER HOUSECLEANING” 

Headline of the “lead story” was: 
“Magic new product gives ‘beauty 
bath’ to your Kitchen and Bathroom 
Floors; a little ‘Pine-Sol’ in Water 
Saves % of Floor-Cleaning Time; 
Kills Germs, Odors.” Illustrated 
“items” described the product’s use 
in washing machines, sick rooms, in 
keeping “baby’s things _hospital- 
fresh,” etc. One related how pine oil 
is “nature’s own purifier.” The 
weather forecast was “fair and bright- 
er.” A cartoon strip showed “The 
Rescue of Ruth . . . by Pine-Sol.” 
And a quarter-page advertisement 
offered a coupon good for 20 cents on 
purchase of a pint bottle. 

Subsequent ads played up several 
uses and advantages. 

After eight weeks of newspaper 
advertising came Step No. 2—local 
radio. 

The Milner people thought that 
“radio advertising was weak as a 
merchandising tool to the trade, but 
strong in moving the product off the 
shelves.” Starting with the Joe 
Rumore show in Birmingham, the 
company concentrated, Cohoon says, 
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Moving? OS® Call... 


Your ALLIED agent 


no.l specialist ~ 
in long-distance moving! 


Your Business? Allied 

Agents are experts in mov- 

ing everything from office 
furniture, files and equipment to com- 
pany personnel . . . worry-free ... no 
time lost! 


Valuables? Allied’s special 

packing and handling 

2 makes sure that objects of 

art, fragile delicate equipment gets 
safe, pampered delivery! 


Z Displays, Exhibits, from 

one city to another? Your 

Allied Agent picks up 

booths, merchandise, equipment with 

minimum dismantling for quick, easy 
set-up. 


Get this helpful Booklet, 
“Before You Move’’ from 
your Allied Agent. See 
classified phone directory or write to 
Allied Van Lines, Inc., Broadview, Ill. 
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How to Get Rich 


Ben Franklin, who did not found the 
Sat. Eve. Post, but did define “the art 
of making money plenty” as: 


1—Let honey & labor be thy con- 
stant companions. 


2—Spend one penny every day jess 
than thy clear gains. 


You can get rich in Central Florida if 
you spend a few pennies less on Jack- 
sonville, Miami, Tampa newspapers & 
on TV programs for kids & put those 
pennies in — 


Orlando Sentinel-Star 


MARTIN ANDERSEN—Editor, Owner, 
Ad-Writer & Galley Boy 


Orlando, Florida 
Not. Rep. Burke, Kuipers & Mahoney 


Do You Want 


| INCREASED SALES? 
LOWER COSTS? 


You can capitalize on a New Idea 
that will get instant, enthusiastic 
support and PLUS EFFORT from 
your Salesmen and Dealers. 


PAYS FOR ITSELF 
Out of Increased Sales 


It's a “SELECT YOUR TRIP” 
Travel Incentives plan, now being 
used by many of the most successful 
firms ... ineludes choice of 170 
vacation points. 

Write for folder “Planning The 


Sales Contest”... tell us the 
approximate number of Salesmen 
and Dealers. 


International Sales Incentives, Inc. 
1654 Hanna Building Dept. SM 
CLEVELAND, OHIO 


Phone TOwer 1-0393 


There's A 
New Product... . 


for handling and shipping bulk 
materials that may help to re- 
duce a tremendous waste in 
this important field. 


How does the manufacturer plan 
to overcome natural resistance 
to change and merchandise this 
revolutionary product? 


The story, “Remedy for a $2 
Billion Waste,” is to appear 
soon in SALES MANAGEMENT. 
Be sure to read it. 


on “local participation programs con- 
ducted by announcers with high 
personal following, whose reputations 
for selling goods already had been 
established.” 

Through the rest of 1949 only five 
more markets were invaded: Shreve- 
port, Houston, Dallas, Ft. Worth 
and }{femphis. In 1950 distribution 
was extended state-wide in these 
areas. Three more years were needed 
to reach the rest of the country. 

But early in 1950 Cohoon had 
piled up enough evidence of demand 
and repeat business to _ interest 
brokers. First brokers were appointed 
on a 60-day trial basis. Gradually, 
this group was expanded. The 
brokers and their salesmen have 
helped to keep accounts sold. But, 
Cohoon emphasizes “our own sales- 
men continue to work with them to 
help retailers buy—and sell.” 

Although every Milner salesman 
today has a title, he pounds the pave- 
ments as a “merchandiser.” Under 
Howard Cohoon, R. E. Schnuler 
serves as sales manager and Vincent 
Tateo as sales promotion manager. 
The five divisional sales managers 
work out of New York, Chicago, 
Dallas, Jackson and Los Angeles. 
Under them are eight district sales 
managers, with offices in New York, 
Cleveland, Chicago, Minneapolis, St. 
Louis, Los Angeles, Memphis and 
Jackson. Hemisphere International, 
Inc., New Orleans, appoints and 
works with Latin-American distribu- 
tors in 11 countries. 


Big Towns Yield Too 


Competition is keener in metro- 
politan markets, but Cohoon has 
found them no “tougher” than the 
others—except in size. Thus far, in 
proportion to potentials, Pine-Sol has 
fared best in Dallas, Ft. Worth, the 
Texas Panhandle, Birmingham and 
Chicago. 

Each divisional manager spends 
about 80% of his time on the road. 
Each district manager travels about 
12 weeks in 13. In each market the 
district manager spends at least two 
days. On one trip he calls on stores 
with the various brokers’ salesmen; 
on the next trip he visits them alone. 
In a three-month period the men can 
reach a lot of retailers with ideas, 
plans and materials to help sell Pine- 
Sol. 

Charles Dawson, Midwest divi- 
sional manager, Chicago, who sold 
bleach with Cohoon at Linco before 
Milner Products was born, trained 
all the divisional managers. They in 
turn trained the district men. 


Howard Cohoon emphasizes that 
each of the 13 sales managers runs 
his “own business.” In addition to 
salary, he gets a commission on all 
sales in his territory. “The men make 
their own decisions,’ Cohoon says. 
“They know our manufacturing and 
transportation costs. They know their 
brokers and other direct accounts. It’s 
up to them to decide which accounts 
are worth more time and develop- 
ment. Our men are all building good- 
size businesses. At this stage we'd 
rather reward their efforts than 
multiply our manpower.” 

Advertising Step No. 3 was net- 
work radio. By 1952, when distribu- 
tion east of the Rockies was fairly 
complete, Milner signed for a CBS 
network show on 90 stations, to 
cover all markets one year old or 
older. 


Enter Bob Lewis 


“This 15-minute Saturday show,” 
Morr explains, was intended to “give 
us coverage for the lowest possible 
cost per market per month. In one 
sense it was a ‘holding operation,’ to 
help maintain our good trade re- 
lations and to keep Pine-Sol adver- 
tising continuous in each market. We 
didn’t consider it practical to drop 
all advertising in other markets 


where we had completed Steps 1 and 
9 


“We were pleasantly surprised, 
therefore, to find at the end of the 
first year that sales in each network 
market not only ‘held’ but actually 
increased more than 25%. 

“We had hired a really good radio 
salesman. Pine-Sol is proud that it 
gave Robert Q. Lewis his first net- 
work program, and that he now has 
a full hour on CBS Saturday morn- 
ings.” 

When the West Coast was opened 
in late 1953, Milner launched a 
magazine campaign in grocerv store- 
distributed publications: Better 
Living, Everywoman’s Magazine, 
The Family Circle Magazine, W est- 
ern Family and Woman’s Day. This 
series continues—with The Christian 
Science Monitor. The Lewis show 
is now sponsored over 200 CBS radio 
stations, coast to coast, and including 
some in Canada where markets are 
now being opened. In areas where 
sales are lagging, local TV, radio and 
newspapers also are scheduled. 

On the Bob Lewis show of Nov. 6 
Pine-Sol launched a six-week contest 
called “Mrs. Homemakers’ Forum.” 
For winning household hints sub- 
mitted by listeners, three women 
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Spectator Sport REMEMBER... 


“Merchandising is the great- 
est spectator sport of all time. 
Nearly every onlooker is 

an expert... 

“They are not only aware of 
the advertising and sales pro- 
motion ideas, they also have 
opinions about them. 


“They show their approval by Rockford, Illinois is a city well worth 
buying our packaged merchan- pcamnray ise. 5 Ir gone conan =e ag 3 3 
: ; county Northern Illinois—Southern Wis- 
dise . .. when they are buying, consin trading area. It is the 2nd largest 
mzchine tool center in the world. It is the 
home of 399 diversified industries. Retail 
From a talk by Milton Weill, Pres., sales run almost 2 billion dollars per 
Arrow Manufacturing Co., Inc. year. The Rockford Morning Star and 
Rockford Register-Republic give excellent 
coverage of the entire area. One hun- 
dred towns receiving home delivery have 
at least 30% circulation. Let us send you 
more information on Remarkable 
Rockford . . .write today. 


you are selling.” 


weekly receive major prizes. The six- 
week grand prize winner will get a 
trip for two via Northwest Airlines 
to New York, where they will be ©r, 131,123 A.B.C. CITY ZONE 


guests of Lewis at theaters, night a ¥ ’ 441,222 A.B.C. RETAIL TRADING ZONE 
clubs and other places of interest. ROCKFORD POS RR ER laa alae: alae 


She will also receive a year’s supply 
ROCKFORD MORNING .STAR 


of Milner products. On each weekly 


show Lewis, a bachelor, is advised by og Rockford Register-Republic 


a ps f > economists in pickin 
4 panel of home economists in p g Sane Gide eine at thie tate na 
the winners. 


Labels on Pine-Sol bottles promote 
the contest. Today’s labels show a 
whole pine-tree forest and the words: 
“Pine-Sol: Cleans, Disinfects, De- NOW AVAILABLE FOR THE FIRST TIME 
odorizes. Whitens, Brightens ALL 
Washables. Improved with KoCal: 
Whitener, Brightener.”’ And across 
the bottom a wide band urges: 
“Enter NOW! Robert Q. Lewis 
MRS. HOMEMAKER FORUM. 
JOIN! WIN FAME! PRIZES! 
(More details on back of label.)” 

Across the country, stores are 
using tie-in counter displays and 
other point-of-purchase material. The 
manager of each store where a win- 
ner bought Pine-Sol also wins a prize. 

A second series of contests has just 
been launched. 

Meanwhile, newer Milner prod- 
ets are Wignming wget Se fall the COMPLETE Picture of Buffalo’s 8-County 
treatment. White Wave detergent - ” 

(competing directly with P&G's Market in a Single, Ready Reference 
Dash, Colgate’s Ad and Monsanto’s | 

all) has bowed in Birmingham, Population Characteristics — Retail Trade Statistics —- Buying Power 
El Paso, Lubbock, Tex., Jackson and Figures — General Data— for City of Buffalo, its ABC City Zone, 
Sioux Falls, $.D. Gala powdered Metropolitan. Area, and Complete 8-County Market. 

bleach is moving ahead in St. Louis, 42 pages of factual, minutely detailed marketing and sales informa- 
Jacksonville, Miami and West tion arranged for quick, convenient reference. Five colored maps. 
Texas. Milner’s Pine-Scented House- 

hold Cleaner is making its way Edition limited but a copy 


~ . will be delivered to 
across the South. Perma Starch is dente tnceniiaating 


\ 
* 
getting started. on company letterhead. . COURIER-EXPRESS 


These products, too, must be sold 
- : > ae : REPRESENTATIVES ; 
on their own. But in this “toughest , ™ SCOLARO, MEEKER & SCOTT 
industry” the Milner people seem to | / Pocific Coos! DOYLE & HAWLEY 


have learned how to do it. The End 
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Competitors Can Cash in on 
Shuron’'s Distributor Program 


Clinics to improve the sales ability of independent dis- 
tributor salesmen are benefiting the entire optical industry. 


Shuron will settle for its percentage of the sales increase. 


BY GORDON C. MORISON 


Shuron Optical Co., Geneva, 
N. Y., has established a touring sales 
clinic to revitalize distributor sales 
forces and to increase optical orders 
—even those of its competitors. 

What does Shuron expect to get 
out of this training program which 
may cost $25,000 a year? 

If the entire industry profits, the 
firm reasons, Shuron cannot help but 
gain. 

As Roy Marks, vice-president, 
sales, explains: “Shuron normally re- 
ceives a certain percentage of the 
optical business. Should optical orders 
increase, and that’s the clinic’s aim, 
our company will get at least its per- 
centage of the increase.” 


In operation only since September, 
this unselfish program is already pay- 
ing off. Shuron orders have risen 
somewhat in areas where initial 
clinics were staged. 

A need for training programs of 
this type has existed in industries 
where independent distributors are 
too small to hire a training expert. 
The optical industry faced such a 
situation after World War II. While 
many large firms in other fields were 
re-training salesmen for the more 
competitive modern market, the 
optical wholesaler, often with fewer 
than three salesmen handling some 50 
competitive lines, had neither time 
nor money to re-expose his force to 


new sales techniques. But the train- 
ing problem’s seeming insolvability 
did not make it go away. 

About three years ago interest in 
the problem became positive at 
Shuron—a company with an annual 
sales volume of $10 million that 
ranks third in the industry but first 
among independent manufacturers 
without their own distributors. 
Taking a sales clinic into the whole- 
saler’s back yard, Shuron believed, 
would increase selling know-how. 

“But we would not thrust it upon 
distributors,’ Marks explains, “if 
they did not want it for their sales- 
men.” 

A survey was taken late in ’53. 
The response was astonishing; Shur- 
on decided to underwrite the clinic 
as a company project. 

The clinic—‘12 exciting hours of 
successful selling secrets’—has all- 
ready met with success. Some skeptics 
who ignored the invitation to partici- 
pate have written to ask when the 
clinic will return to their area. 

Key which the program offers to 
unlock greater sales is: 


1. The customer wants to know 
what benefits he will receive. 


2. The customer wants to see the 
product features which guarantee 
those benefits. 


If the salesman constantly thinks 
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industrial Sales continued to rise in December 
as auto production schedules for 1955 models moved into 
higher gear. With steel output now over 80% of capacity 
and the rate of auto output exceeding even the peak levels 


90 


of 1950, the stage is set for industrial shipments in the first 

quarter of the new year to top the peak levels of 1953. 
The industrial recovery is now fairly well diversified 

among both hard goods and soft goods industries. 
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It’s the most exciting industrial story of the year! 


PACKARD’S $50,000,000 MODERNIZATION PROGRAM 


.-. the theme of MILL & FACTORY’s April, 1955, issue 


Here’s a unique opportunity for every 
industrial advertiser — 


How Packard spent $50,000,000 to create one of the 
most modern auto plants in the world is a story of 
special importance to all industrial manufacturers. 
This modernization program is an outstanding ex- 
ample of what can be done to cut costs and multiply 
manpower. Because of the diversity of Packard’s 
operations, many of the innovations that are de- 
tailed in the April issue can be adopted outright by 
concerns in other fields of industry. 


The April issue of MILL & FACTORY will be 
read and discussed by over 55,000 plant executives 


—key buying influences—in worth-while manufac- ° 


turing plants throughout America. 


The readers of this issue will be thinking modern- 
ization. What better opportunity to tell your story 


. .. to spell out how your products and services can 
help American industry modernize ? 


Reserve ample space now 


Forms for this all-important issue close March 10, 
1955. Regular rates apply. 


Mills Factory 
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Mill & Factory 


Conover-Mast 
Publications, Inc. 


205 East 42nd Street, 
New York 17, N. Y. 


NB P| BPA 


MILL & FACTORY REACHES THE MEN, REGARDLESS OF TITLE, YOUR SALESMEN MUST SEE TO SELL! 
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LARGEST 
DALY 
CIRCULATION. 


EVENING OR MORNING! 


ae 


DAILY eeeeee | 
(Monday through Friday) 


SUNDAY... . 21 9427 


* See ABC Publisher's Statement 
for Period Ending September 30, 1954 


THE HOUSTON CHRONICLE 


JESSE H. JONES, Publisher R. W. McCARTHY, Advertising Director 
JOHN T. JONES, Jr., President M. J. GIBBONS, National Advertising Mgr. 


THE BRANHAM COMPANY —National Representatives 


of this ‘daily double,” the clinic con- 
tends, his orders will multiply. 

Before deciding on this type of 
program—a realistic approach, not 
book stuff—Shuron studied many 
tailor-made setups, finally settled on 
“Dynamics of Selling,” brainchild of 
Arthur Harris of Buffalo, and 
adapted it to its own needs. 

“We divided the 12-hour clinic 
into two equal parts,’ Marks says, 
“with loth sessions conducted by our 
training director, James R. Young. 
The second period follows the first 
by about three weeks so that salesmen 
may bring back questions after trying 
out what they’ve learned.” 

Ideally the clinic consists of 16 
salesmen. Their time away from work 
is minimized by scheduling sessions 
for the evening and the following 
morning. Shuron underwrites the 
cost; wholesalers are charged only 
$15 to cover elaborate supplies, in- 
cluding a complete set of notes. To 
enhance the salesman’s appreciation of 
the clinic, Shuron urges the whole- 
saler to require half payment from 
him. 


Certificate Given 


At the conclusion of the clinic, 
Shuron awards salesmen a Certificate 
of Merit—considered a token rec- 
ognition until they practice the new 
technique. 


Marks explains: “We operate on 
the premise that a person retains one- 
tenth of what he hears, three-tenths 
of what he sees, five-tenths of what 
he both sees and hears, but nine-tenths 
of what he does.” 


On this premise the optical train- 
ing program is based. It induces the 
salesman to practice what he learns. 
It features a “daily double” contest. 
Salesmen are encouraged to submit 
sales approaches linking customer 
benefits to specific features of any 
optical product. 

The salesman submitting the most 
suggestions in his region is given 
“Oppie’—an Oscar-type figure in 
gold of a brief case carrying salesman. 
Shuron recommends that wholesalers 
too give prizes to top salesmen in the 
contest. 

Thus both cash and recognition 
awards encourage salesmen to think 
continually of new customer benefits 
associated with whatever product 
they are selling—even if it is made by 
Shuron’s competitors. 

As a result of the clinic, the firm 
states, salesmen are thinking in terms 
of “daily doubles.” Contest entries 
prove it. The End 
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higon, Makes Money 
For National Advertisers! 


85¢ out of every Michigan retail 
dollar (outside of Wayne County 
and the Upper Peninsula) are spent 
in the 8 Booth Newspaper Markets! 


Right in the middle of the great Michigan 
Market are eight great Booth Michigan 
Newspapers . . . ready and able to help 
you sell more in ’55! 


In every category . . . home ownership, 
car registrations, family income, and many 
others, Michigan is one of America’s top 
markets . . . fastest growing of all major 
industrial states! 


Total trading zone population in Booth 
markets is 2,117,944. And Booth papers 
go into 70% of all homes in these markets, 


ABC net paid (3-31-54) is 426,893... 
an all-time high. October publisher’s 
statement is up another 7,171 at 434,064. 
Reader interest and dealer influence in 
Booth papers have never been greater. 


Call your Booth man today! 


A. H. Kuch Sheldon B. Newman Brice McQuillin Wm. Shurtliff 

110 E. 42nd Street 435 N. Michigan Ave. 785 Market Street 601 Ford Bldg. 

New York 17, N. Y. Chicago 11, Illinois San Francisco 3, California Detroit 26, Michigan 
Oxford 7-1280 Superior 7-4680 Sutter 1-340] Woodward 1-0972 


BOOTH Aecéipen Newspapers 


“YOUR MICHIGAN MARKET OUTSIDE DETROIT”’ 


GRAND RAPIDS PRESS © FLINT JOURNAL e KALAMAZOO GAZETTE . SAGINAW NEWS 
JACKSON CITIZEN PATRIOT @ MUSKEGON CHRONICLE e BAY CITY TIMES @ ANN ARBOR NEWS 
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item-of-the-Month Promotion 
Sparks Independents’ Fight on Chains 


Which products are being selected for promotion by 
Liberty Distributors Group through 30,000 hardware 
retailers now? How are they to be priced, promoted, sold? 


Hardware retailers are being whip- 
ped up to a fightin’ mad pitch by a 
promotion-minded group of distribu- 
tors. The battle cry: “Why don’t 
hardware retailers sell more hard- 
ware than all types of competition 
combined ?” 

Retail hardware stores are taking 
it on the chin at the hands of mass 
marketers for one big reason, says 
Liberty Distributors Group. The in- 
dependent retailer has stood idly by 
while super markets and chain stores 
slowly added his merchandise. The 
average consumer believes chains sell 
hardware at lower prices, which is 
not so, according to Liberty. 

A complete promotional campaign 
is now underway to change the retail 
hardware picture. Aim: To put hard- 
ware sales back into the retail hard- 
ware store through increased store 
traffic. 

By pooling their buying and dis- 
tributive power, 26 members of 
Liberty Distributors Group have 
created the Item-of-the-Month pro- 
motion. Each month one hardware 
item is selected for its universal ap- 
peal and given an extra low price. 
Member distributors of Liberty then 
sell their customers on using this item 
as a traffic builder. 


Promotional Kit 


For just 94 cents a retailer can 
have the complete “item” promotional 
kit. It includes colorful streamers, 
pennants, counter cards, window 
signs, badges, newspaper mats and 
sales tip cards for salesmen. 

First item in the campaign, 
launched last July, was a six-piece 
chrome-plated kitchen tool set. Sale 
price was $1.49; promotional copy 
listed it as a regular $2.39 value. A 
wall rack for the tools was included 
free in the sale price. 

As planned, the item promotion in- 
creased store traffic. It helped re- 
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tailers expose their stocks to con- 
sumers who visit their stores much 
less frequently than they do the super 
markets and chain stores. And more 
than 75,000 kitchen tool sets were 
sold by participating retailers. 

According to Charles L. Wheeler, 
president, The Salt Lake Hardware 
Co., Salt Lake City, mass marketers 
display their incomplete “sideline” 
hardware stocks “to more people in 
one day than enter the average hard- 
ware retailer’s store in a week, or 
even a month.” Wheeler, member of 
Liberty Distributors Group, is 
founder of the “item” promotion. 

He points out: “The average 
housewife goes into food stores 150 
times a year. She goes into the drug 
store 50 times a year, but to the hard- 
ware store nine times a year—maybe. 
These are not my figures, but figures 
from a national survey by a com- 
petent advertising agency.” 


Group Formed in 1934 


Liberty Distributors Group comes 
naturally into its role of super sales 
promoter. It was founded 20 years 
ago by William George Steltz, man- 
aging director of the organization, 
and president, Supplee-Biddle-Steltz 
Co., Philadelphia. Back in 1934, 
Steltz was convinced that better 
salesmanship and promotion could 
pull hardware sales out of the depres- 
sion slump. He invited 12 hardware 
wholesalers to join him in Chicago 
to discuss a plan for mutual help to 
raise the level of wholesale sales. 
Eleven wholesalers accepted Steltz’s 
invitation and eight formed Liberty 
Distributors Group. 

Cooperative buying was no part of 
Liberty’s program. The association 
was to provide an exchange of selling 
ideas and management techniques, 
and held two meetings a year— 
Chicago in January, Atlantic City in 
October—for the purpose. Member 
wholesalers compared notes on sales- 


men compensation and _ incentives, 
billing and credit practices, promo- 
tional programs, mail and delivery 
services and other matters of mutual 
interest. 

Eventually buying did become part 
of Liberty’s program; today three 
buyers are on the group’s staff in 
limited roles: Each distributor places 
his orders through Liberty buyers for 
items that are recommended. 

For the Item-of-the-Month, Lib- 
erty buyers cover the entire range of 
hardware products and select those 
that might fit the program’s require- 
ments: popular appeal, low price. A 
committee of member wholesalers 
makes final selection to which all 
other members are bound. However, 
each wholesaler buys as many or as 
few items of the month and promo- 
tional kits as he wants. 


Smaller Profits 


Second “item’”—in August—was a 
small stepladder, followed by a broom 
rake in September. According to Lib- 
erty Managing Director Steltz, low 
prices on selected items are possible 
through smaller profits down the line. 
“There’s a little less profit for the 
manufacturer, distributor and 
dealer,” he explains. Less profit or 
no, manufacturers clamor to have 
their products considered in this 
Item-of-the-Month promotion. 

Sometimes items cut across dis- 
tributors’ lines. While a distributor 
may carry a complete line of one 
manufacturer's kitchen ware, for 
instance, another’s may be selected 
as the “item.” For this promotion, dis- 
tributors will take on.the “competi- 
tive’ item. Wide-awake manufac- 
turers recognize this opportunity to 
make an opening in solid lines and 
are more anxious than ever to have 
one of their products accepted for the 
monthly promotion. 

Liberty allows plenty of leeway in 
item selection: The product can be 
old or new and any manufacturer 
may submit “candidates” for consid- 
eration. Once the item is selected, 
Liberty promotion men take over to 
produce dealer kits and publicize the 
special sale. 

With Liberty wholesalers covering 
practically every major trading area 
in the country, Item-of-the-Month is 
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ONLY 


THE FREE PRESS 
IN THE DETROIT MARKET 


‘Neters Free Press, with a circulation increase of nearly 


THESE BIG THREE 50,000 over a year ago, is being read by more people than 


any other Detroit newspaper. 
ADVERTISING 


ADVANTAGES Michigan... and a Sunday circulation nearer a half million, it is 


With a daily circulation of 456,261*... largest in all 


the fastest growing paper in the whole U.S.A. 


te GREATER SALES POWER ¥es, indeed, with other Detroit newspapers showieg little or no 


circulation gains, an increase of 49,434 daily and 48,757 Sunday 


over a year ago is a real bonus for Free Press advertisers! 
%& FIRST IN CIRCULATION a oii eens 


"Publisher's statement (subject to audit) to the Audit Bureau of Circulations 
for six months ending Sept. 30, 1954. 


% FIRST AND ONLY The Detroit Free Press 


WITH FULL COLOR . . + in Michigan you see the friendly FREE PRESS everywhere! 


JOHN S. KNIGHT, Publisher 
STORY, BROOKS & FINLEY, INC., National Representatives 
Kent Hanson, New York, Retail Rep.: Hal Winter Co., Miami Beach, So. Resorts Rep. 
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Dun & Bradstreet Reference Book, they can call first on the known 
best prospects and divide their remaining time among marginal 
and doubtful prospects. 

Good salesmen spend as much time as they can with prospects. 
Star Salesmen plan each day's calls to spend as much time as 
possible with the best prospects they can get fo see. 


DUN & BRADSTREET, INC. 
139 Offices in Principal Cities of the United States 
Headquarters: 99 Church Street, New York 8, N. Y. 


THERE’S A DIFFERENCE BETWEEN SPENDING TIME AND INVESTING IT 


Dun & Bradstreet, Inc. Dept. 11 
99 Church Street, New York 8, N. Y. 
[) I'd like more information (including prices) about State Sales Guides. 


[] I'd like information about the Dun & Bradstreet sales-training film, “Of Time 
and Salesmen,” which | understand is available for showings at sales meetings 
without cost or obligation. 


Name 
Company.... 


Address 


a truly national campaign. Over 30,- 
000 retailers are served by Liberty 
members. 

Boiled down to its essentials, Lib- 
ertys IOTM plan has four objec- 
tives: 


1. Increase traffic for retail hard- 
ware stores. 


2. Dispel consumer belief that 
hardware store items are more ex- 
pensive in hardware stores. 


3. Convince homeowners that 
chain stores do not undersell hard- 
ware stores. 


4. Induce impulse sales in hard- 
ware stores through heavier store 
traffic. 


“Don’t believe the days of the re- 
tailer are over,” says Steltz. “Dis- 
count houses will discount themselves 
right out of the market. And when 
people realize that the independent 
retailer can match the super market’s 
prices and provide a greater selection, 
the hardware store will again be back 
where it belongs.” 


Old-Time Merchandisers 


Not theorists, Liberty wholesalers 
are hard-boiled old-time merchan- 
disers. Nobody but top management 
may attend their meetings. “If a man 
can’t make an immediate decision for 
his company—if he has to go back 
and consult with somebody in his 
company—he isn’t allowed to meet 
with us,” says Steltz. Meetings are 
anything but theory discussions. 
Often sessions are held in a member’s 
offices and warehouses so that all may 
closely observe his operation. Recent- 
ly, the regular Chicago parley was 
skipped in favor of sessions in the new 
quarters of Orgill Bros. & Co., 
Memphis. There Liberty members 
saw modern warehousing develop- 
ments, learned about Orgill’s new 
bookkeeping system. 

Declaring that chains have no 
monopoly on brains or merchandising 
talent, Liberty wholesalers are gird- 
ing themselves for an all-out fight. 
IOTM is just the first of the cam- 
paigns on the agenda. Because Lib- 
erty members are free to make im- 
mediate decisions for their companies, 
the group can act fast to take ad- 
vantage of new ideas or new items. 

Biggest battle was to line up retail 
hardwaremen conservative by nature. 
Now that almost all Liberty retailers 
are buying the program, IOTM is 
shifting into high gear to bring home 
the facts to consumers. The End. 
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by United’s Reserved Space Air Freight plan 


it’s almost like having your own private shipping space for use at will — 


for fast, dependable deliveries between 80 cities coast-to-coast, to Hawaii, 

to anywhere in the world. For United Air Lines now offers 

world-wide Reserved Space Air Freight to 84 countries, 

under a new interline agreement. 

Reserved Space Air Freight is carried on both United’s Cargoliners 

and most regular Mainliner® flights, around the clock. It’s offered 

after consideration of air mail and air express needs, and it’s a 

service in the U.S. only United Air Lines offers. 

Send your shipments coast-to-coast in less than 8 hours via 

DC-7 Mainliners — border to border, ‘round the world on 

convenient connecting schedules. Service like this makes and keeps new 
customers, taps new supply sources. Ask your local United office about the 
economy, speed and dependability of United’s Reserved Space Air Freight plan. 
Also write for United’s new booklet “Industry’s Flying Partner,” Cargo Sales, 
Dept. A, 5959 South Cicero Avenue, Chicago 38, Illinois. 


More than 225 Mainliner flights daily—Air Cargo on every one 
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We Solved the Problem of Paying 
Industrial Salesmen for Group Effort 


Here is a sales incentive compensation plan which effec- 
tively solves the difficult problem of how to allocate sales 
credit when as many as five salesmen are working as a team 
to close a single sale. And what's more, the salesmen like it. 


BY JOHN F. CORCORAN ° Vice-President, Sales 
Union Asbestos & Rubber Co., Chicago 


In our Fibrous Products Division, 
a single sale of industrial insulation 
for high temperature use may involve 
as many as five salesmen. A typical 
sale for a major construction job may 
require: 

Salesman No. 1 working with our 
distributor. 

Salesman No. 2 selling the specify- 
ing engineer with an independent en- 
gineering organization. 

Salesman No. 3 working closely 
with the contractor and applicator of 
the material at his home office. 

Salesman No. 4 following up ac- 
tivity at the plant or installation site, 
often working closely with represen- 
tatives of the distributor, contractor 
and applicator, and ultimate cus- 
tomer. 

Salesman No. 5 keeping in close 
touch with the home office of the 
end-user, and often dealing with in- 
dividuals in the engineering, purchas- 
ing and operating departments. 

In such a case, each of the five 
salesmen may. play a major role in 
closing the sale, putting in approxi- 
mately the same amount of work and 
ingenuity. In other cases, some sales- 
men may expend a great deal of 
effort; other members of the team 
may make only token or courtesy 
calls. ; 

Frequently a year or more elapses 
between initial contact with a cus- 
tomer and final writing of a purchase 
order. Thus members of a team often 
change while a sale is in process. 
Sometimes it is necessary to bring in 
an additional member of the sales 
team to crystallize efforts for the sales 
close. His contribution ranges from 
vital to minor importance. 

Often each member of a team 
works in different cities in different 


territories. Adding further to the 
complications the same salesman may 
be assigned to the installation site on 
one job, to the specifying engineer on 
a second job, and to the end-user’s 
home office on a third. 

This situation in the Fibrous Prod- 
ucts Division posed a serious problem 
of sales compensation. Similar situa- 
tions existed to a lesser extent and in 
varying degrees in Union Asbestos’ 
five other divisions. We felt that if 
the problem could be licked in 
Fibrous Products, the solution might 
be applicable to other divisions. 

When I became vice-president in 
charge of sales for Union Asbestos 
two years ago, I found a history of 
attempts in this division to allocate 


eredit for team sales. Because sales- 
men in the division work on a straight 
salary, these credits were merely for 
the record—for reference in apprais- 
ing their work. No financial com- 
pensation was involved in the credits, 
since previous management had never 
been satisfied with such an arbitrary 
and subjective arrangement. 

I found that in practically every 
team sale made in this period, credit 
had been divided among from two to 
five salesmen. Every attempt was 
made to allocate credit fairly and 
carefully. Yet, in such complicated 
situations, allocation was so difficult 
that a flip of a coin might have de- 
termined results as skillfully as any 
subjective effort. Even though sales- 
men’s pocketbook nerves were not 
hurt, the situation was not conducive 
to the best morale. 

The rest of the industry had also 
wrestled with the problem of sales 
incentive and allocation. Most plans 
were complicated by arbitrary and 
elaborate rules. It wasn’t difficult to 
see that in many cases subjective 
decisions would and did cause dissatis- 
faction among some of the salesmen. 
The inevitable result was a serious 
drop in morale, which destroyed the 
whole concept of incentive. 

This was the situation at the mid- 
dle of 1954. Sales of the Fibrous 


Before: 


not good. 


addition to his salary: 


pensation begins at 81 points. 


The Union Asbestos Incentive Compensation Plan 


Salesman was on straight salary. 
individually and as part of teams working to close large orders was 
rated ... but for reference only. Method of crediting salesman for 
his part in team sales was unsatisfactory. Morale of salesmen was 


After: salesman has two-part incentive compensation plan, in 


a. Incentive compensation is tied to the divisional quota. If entire 
sales force causes division to approach or exceed quarterly quota, 
each salesman receives a bonus based on his salary, reflecting the 
degree of success of the whole sales team. 


b. A separately computed incentive compensation is linked to sales- 
man’s individual progress as a company sales representative. Sales- 
man is scored on eight factors which carry 5 to 20 points, depending 
on importance. A perfect salesman scores 100 points; added com- 


His performance 
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Credit Mrs. Dorothy Eustis for her dis- 


covery in Europe of a small school that 


GREAT DISCOVERIES THAT trained dogs to lead blinded war veterans. 


It was Mrs. Eustis who saw the tre- 


REALLY PAID OFF! mendous possibilities of German Shep- 


herd dogs for the civilian blind and 


started The Seeing Eye, a national phil- 
anthropy located in Morristown, New 
Jersey, and the only school in the country 
bearing that name. 

In America’s prosperous Small-Town 
Market you can make a great advertising 
discovery of your own: that GRIT sells 
a market of more than 750,000 Small- 


Town Families. 


Another Case History 
Where GRIT Paid Off* 


There are 927 dogs per 1000 GRIT Families. 
Last year two dog foods were consistently 
advertised in GRIT. One has moved from fifth 
to second place in preference, and the other 
has doubled its sales. 


*Names on request 


GRIT PUBLISHING COMPANY 


WILLIAMSPORT, PA. 


Represented by Scolaro, Meeker & Scott in New York, Chicago, Detroit, 
Philadelphia and by Doyle & Hawley in Los Angeles and San Francisco, 


WEST GETS LAST CH ANCE 
TO SAVE ASIA FROM REDS 
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ADVERTISING POSTCARDS 
and LITERATURE in 

4 conors at 
BUDGET PRICES 


You, like Kaye-Halhert, can secure 
advertising and sales promotional literature 
and postcards in full natural color 

at prices to meet a limited budget. 

Write today for samples and information 
to the nearest Crocker office. 


Dept. S-1. 


H.S. CROCKER CO., INC. 


SAN FRANCISCO, 720 Mission + LOS ANGELES, 2030 E. 7th 
CHICAGO, 350 N. Clork + NEW YORK, 100 Hudson 
BALTIMORE, 1600 S. Clinton 


* Successful 

Advertisers 

“1+ - Know 

DAVENPORT NEWSPAPERS 

are FIRST in advertising 
Lineage in the 


$443,975,000 
QUAD CITY MARKET ! 


and ALL lowa : 
Serving the Quad-Cities of Davenport, lowe; 
Rock Island, Moline and East Moline, Illinois 
HEADQUARTERS: Davenport, lowa, 
Represented Nationally by ; 


Jann & Kelley, Inc. : 
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There Are New 
Motivations for Buying, 


says Dr. Ernest A. Dichter, in 
an exclusive article coming up 


in SALES MANAGEMENT. 


Comfort, luxury, prestige and quality 
have greater appeal than ever before 
and in addition consumers have de- 
veloped a whole new range of motives 


for buying. 


Read Dr. Dichter's two-part ar- 
ticle, beginning in the February 
1 issue. 


Products Division were down, against 
an over-all increase of 28% in sales 
volume for the entire company in the 
first half of 1953, and an increase in 
net income of more than 97%. To 
remedy the situation, I called a con- 
ference of management personnel, in- 
cluding W. H. Fehrs, new vice-presi- 
dent, Fibrous Products Division. 

It was decided that something 
drastic must be done. The return of 
highly competitive sales conditions 
made imperative payment of some 
form of incentive compensation to 
our salesmen for doing a good job. 
Yet we agreed with previous manage- 
ment that it was unwise to base this 
compensation on the unsound sales 
allocation which was already creating 
ill will. 

At this point, we decided to call in 
specialists in the field: The firm of 
T. W. Franks & Associates, Chicago 
management consultants, was en- 
gaged. Working together, we agreed 
that an entirely new approach must 
be made to a sales incentive compen- 
sation plan. Such a plan must: 


Ten “Must” Features 


1. Generate intensified sales effort 
on the part of both the individual and 
the entire sales team. 

2. Tie in changes in individual 
sales efficiency directly to changes in 
sales compensation. 

3. Identify and reward the indi- 
vidual’s contribution to sales closure. 

4. Be geared to trial installation in 
the Fibrous Products Division, but 
simple and flexible enough for ap- 
plication to any of the five other 
divisions. 

5. Make sales compensation reflect 
changes in sales volume for the total 
division. 

6. Fit into the existing salary 
structure, which to a great extent is 
“personalized” —salaries are pegged 
to the individual, rather than based 
on an evaluation of the job. 

7. Be easy to understand, simple 
and inexpensive to operate. 

8. Provide that earned incentive 
compensation be paid as soon as pos- 
sible after completion of sales work. 

9. Have orientation, design and 
operation that appeal equally to man- 
agement and salesmen. 

10. Be based on sound principles 
of scientific management. 

Cooperating closely with our key 
personnel, T. W. Franks & As- 
sociates developed a plan which satis- 
factorily met all our requirements. It 
consists of two major components: 

1. Quota Performance component, 
which may be defined as individual 
incentive compensation based on per- 


formance of the entire divisional sales 
force toward a sales quota for the 
entire division. 

2. Progress Appraisal component, 
which provides incentive compensa- 
tion in direct proportion to personal 
improvement on the job. 

Each salesman’s total incentive 
compensation is the sum of these two 
coinpensutions, separately computed 
for each component. This incentive 
compensation is added to the sales- 
man’s individual salary quarterly. 

The quota performance component 
is based on two factors: (1) The 
paramount importance of teamwork 
in the division’s sales, and (2) the 
realization that it is impossible to 
establish any system for allocating 
individual sales credit equitably with- 
out causing resentment and loss of 
morale on the part of the salesmen. 
Compensation for this component is 
determined by sales performance of 
the entire Fibrous Products Division 
—the only level at which it is fair or 
realistic to base such payments for 
team effort. 

Members of this division’s team 
are not in a position to contribute an 
appreciable amount to the success of 
Union Asbestos’ five other divisions. 
Therefore it is not appropriate to 
relate their incentive compensation to 
sales of the entire company. On the 
other hand, there is no level lower 
than that of the entire division on 
which to base their compensation 
equitably. Nor is it possible to make 
a fair division of credit for each in- 
dividual sale among members of the 
team because of the fluctuating con- 
tribution of each member, as well as 
changes in team personnel. 


Simple and Practical 


I believe this component provides a 
practical yet new way of determining 
compensation for a group of sales- 
men working together. It establishes 
a simple, direct relationship between 
two percentages. 

The first figure is the percent of 
the divisional sales quota reached by 
the entire divisional sales team. The 
second figure is the percent of the 
salesman’s individual salary which he 
earns, as a member of the team, for 
reaching the corresponding quota 
figure. 

For instance, if the entire Fibrous 
Products Division sells 100% of the 
sales quota for a quarterly period, 
each individual salesman’s incentive 
compensation is 5% of his salary for 
the same period. The maximum that 
each salesman may earn is 12.5% of 
his salary for quota performance of 
120% and up. Incentive compensa- 
tion begins at 91% of quota, when 
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“All you ever talk about 
1s coal, coal, coal!’ 


Complaint? No, compliment —to a magazine 
called UTILIZATION — magazine of coal uses. 
(Thanks. ) 


Every word in “Uty” (that’s what we call it to 
save breath) has to do with coal use: the burning, 
buying and docking of it; the exporting and han- 
dling of it; the loading, moving, selling, shipping 
and stockpiling of it; the heating and manufac- 
turing with it! 


Who likes to read about these things? 
The people who do all these things. Uty, 
the only publication in its field, talks to 
the coal users who account for 90°% of 
all the coal used in these U.S. They get, 
read, use UTILIZATION. 


Once in a while you may find a coal user 
who reads the vertical publication in his 
field, say a power publication, an auto- 
motive anthology, a chemical catalog, a 
paper paper. But you could sink a lot of 
money down one of these vertical pipes, 
and still not be sure of hitting many 
coal users. That’s where horizontal “Uty” shines: 
nothing but coal users—at one fair price. 


If you want coal users you'll do well to “Utilize”! 


Now — when you do, you get more than you bar- 
gained for—you get M*A*P*P—Mechanization 
Advertisers’ Plus Package—a 10-point wrap-up of 


This is M*A*P*P 
Mechanization Advertisers’ Plus Package 


1—Invitation to Annual Coal 
Forum 

2—Operator Advertiser 
Luncheons at the Coal | 
Show 

3—Government purchase and 
bid information 


7—Use of our distributors’ 
list and assistance in 
selecting distributors 


8—Monthly confidential let- 
ter on the state of 
the coal industry. 


JANUARY 15, 


4—Annual 
for your product 

5—Use of mailing lists and 
free handling of direct 
maii you supply 

6—Catalog listing in maga- 
zine ‘Catalog Seciions’’ 


Market Study 


9—Editors' monthly letters 
on new products to 
operators and users 


10—Merchandising copies of 
Mechanization or Utiliza- 
tion to advertisers’ sales 
staffs 


1955 


merchandising, marketing, advertising extras, 
(see the list in the box below.) M*A*P*P brings 
you closer to your market and vice versa. 
M*A*P*P sends your ad all the way. It is avail- 
able to advertisers in UTILIZATION and/or 
MECHANIZATION. (MECHANIZATION is the 
magazine which covers the coal production 
market. ) 


Write for descriptive brochure. 


Now there are 14,280 reasons for advertising in 
“Uty”: 14,270 coal-using buying influences, and 
the 10 points of M*A*P*P. 


Write, wire or phone: 


Utilization 


MECHANIZATION, Inc., Publishers 


1128 Munsey Bldg. 
Washington 4, D. C. 
NEW YORK * PITTSBURGH * PHILADELPHIA * CINCINNATI 
CHICAGO * SAN FRANCISCO * LOS ANGELES 
Publishers of ... 


MECHANIZATION ¢ UTILIZATION © MECHANNUAL 
CoAaL INDUSTRY PURCHASING MANUAL 


0.5% of the salesmen’s quarterly 
salary is earned. These percent scales 
are uniformly applied to each sales- 
man’s quarterly salary four times a 
year; the existing salary structure is 
not changed or upset. 

Principle behind this application of 
a uniform percentage of sales com- 
pensation to a variable base (there is 
some range to salesmen’s salaries) is: 
varying salaries reflect different con- 
tributions to the total company op- 
eration. In other words, the import- 
ance of the jobs to Union Asbestos is 


shown by salary tags tied to the jobs. 

The second component, progress 
appraisal, is based on the principle 
that although teamwork is of primary 
importance in successful divisional 
sales, consistently good or outstand- 
ing individual performance also war- 
rants consideration in incentive com- 
pensation. 

During development of Union’s 
sales incentive compensation plan, we 
discussed with our salesmen the most 
important factors in job success. 
Eight were selected: 


This advertisment cost $1201.22 


and was noted by 


18% of the women end 27” of the men, or 


119,250 readers 


(or 99 readers per dollar) 


of The Los Angeles HERALD-EXPRESS 


August 19th, 1954 issue 


Space: 1540 lines 
based on 


Daniel Starch & Staff Research Survey 


A good illustration of Sound Advertising 


1-l¢ stars the PRODUCT 
2-A low rate factor 


3-In a medium where advertising is welcome 


The Los Angeles market is heavily concentrated 
in Los Angeles County 


The HERALD-EXPRESS heavily concentrates its circulation 
in Los Angeles County 


The Los Angeles Herald-Express 


Largest Evening Newspaper on the Pacific Coast 
Circulation over 300,000 ABC 


Represented nationally by MOLONEY, REGAN & SCHMITT 


. Dependability 

. Adaptability 
Knowledge of job 
Quality of work 
Initiative 

Cooperation 

. Personal characteristics 
. Stability 

Detailed descriptions of each char- 
acteristic were agreed upon by the 
salesmen. For instance, quality of 
work reads for positive traits: “Out- 
standing reputation for thoroughness. 
Every detail expertly handled beyond 
expectation. Company and customer 
never have to worry about accuracy 
and completeness.” 

Personal characteristics reads for 
negative traits: “Poor. Tends to be 
careless about personal appearance. 
Some personal habits are objection- 
able. Has difficulty in making effec- 
tive presentation. Spirit seems to be 
dull and lack-luster.” 


CMI AUNEwWNE 


Descriptions General 


These characteristics and descrip- 
tions purposely were kept general, do 
not include such factors as frequency 
of cold calls, making adequate num- 
ber of calls, etc. We felt that these 
important aspects of the salesmen’s 
work fitted better into the general 
descriptions than into a list with 
separate numerical values. Our 
theory: If a salesman has initiative, 
he makes a sufficient number of cold 
calls, etc. 

Agreement was then reached 
among the salesmen as to weight and 
value for each factor. A perfect score 
was rated 100 points, and par, or 
average, was set at 85 points. Top 
factors: dependability and knowledge 
of job, 20 points each. Lowest 
factors: stability and personal char- 
acteristics, 5 points each. 

When the Union Asbestos sales in- 
centive compensation plan was _in- 
stalled Oct. 1, an initial appraisal of 
each salesman showed a numerical 
score based on the eight factors and 
their values. This appraisal was made 
by a committee of three—the sales- 
man himself, the regional sales man- 
ager, and the divisional sales man- 
ager. A second appraisal is scheduled 
for early in January, end of the plan’s 
pilot run. Although subsequent ap- 
praisals will be made every six 
months, incentive compensation will 
be paid quarterly on the basis of the 
last available appraisal. 

For the progress appraisal com- 
ponent a second set of two percen- 
tages was established. First figure is 
the numerical score—sum of the 
values of the eight factors computed 
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by the committee in its appraisal. 
Second figure is the percentage of in- 
dividual salary the salesman earns 
for achieving the corresponding pro- 
gress appraisal rating. 

A salesman with a par score of 85 
points earns 1.25% of his own 
quarterly individual salary. Incentive 
payment on the component begins at 
81 points, or 0.25% of his salary. 
Maximum payment for a _ perfect 
score of 100 points equals 5% of the 
salesman’s salary. 

For an average performance on 
both components (100% of sales 
quota and 85 points on progress ap- 
praisal), a salesman earns a total in- 
centive compensation of 6.25%. 
Maximum total incentive for the two 
components is 17.5%, and minimum 
compensation payable (91% of quota, 
and 81 progress appraisal points) is 
0.75% of quarterly salary. 

Notice, too, that although individ- 
ual ability is recognized in the pro- 


gress appraisal component, it is sub- 


ordinated to the teamwork compen- 
sation in the quota performance com- 
ponent. Thus maximum progress ap- 
praisal compensation is 5% against 
12.5% for quota performance, and 
minimum compensation is 0.25% 


against 0.5%. 
Simplicity Was Goal 


TLese two components were not 
the only ones considered. Other com- 
ponents with merit, such as expense 
reduction, were discarded as com- 
plicating the plan. 

Note how the Union plan rec- 
ognizes and rewards the two essen- 
tials of any sales organization— 
group effort and individual effort. 
The tendency to mix and confuse 
the two is, I believe, at the root of 
many compensation plan failures. In 
our plan the salesman is paid for his 
contribution in achieving the divi- 
sional sales quota, plus his individual 
performance on the factors of pro- 
gress appraisal. 

The simplicity of the plan is one 
reason Union Asbestos adopted it for 
the Fibrous Products Division: The 
team get its recognition and reward, 
and the individual gets his recogni- 
tion and reward. 

Nor are there complicated rules 
and involved clerical work for its 
administration. The computation is 
simple arithmetic, easily understood 
by salesmen and clerical staff. Con- 
sequently clerical expense is kept to a 
minimum. The salesmen easily can see 
cause and effect.’ 

Since payments are made to sales- 
men every quarter, the plan is in 
harmony with our conviction that in- 
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centive compensation, for maximum 
effectiveness, should be paid as soon 
as possible after work is completed. 
As for the salesmen, I am very 
pleased with their positive and en- 
thusiastic reaction. I am convinced 
that salesmen’s reaction can make or 
break any plan. Already we have had 
examples not only of their enthus- 
iasm, but also of positive results. For 
example: We have received reports of 
team members policing each other. 
This is to be expected, for the struc- 


ture of the plan requires that sales- 
men keep after each other, if the 
group as a whole is to gain any 
benefits. 

In other cases, salesmen in the field 
have put pressure on the home office 
and plants to supply better delivery 
information and to expedite orders. 
This is not surprising either, for as a 
direct result of the motivation gen- 
erated by the plan, the whole per- 
formance level of the Fibrous Prod- 
ucts Division should rise. The End 


7 ind Liow visitors this winly 


— oe 


—and that's only part of the picture! 


What a bonus buy! This winter 
your schedule in The Miami 
Herald will blanket two million 


free-spending tourists plus a 


million year round residents 
all along Florida’s booming, 
billion dollar Gold Coast. 


Get the complete picture from your SB&F man today 


JOHN S. KNIGHT, Publisher 
STORY, BROOKS & FINLEY, National Reps. 
Affiliated Stations — WQAM, WQAM-FM 


The Miami Herald ALONE sells the Greater Miami Market 


If Uncle Sam Decides 
To Test Your Wares... 


. . . you may come out with findings that represent a com- 
petitive handicap, or with a blessing that gives you a 
selling advantage. In this report: a what's-doing on the 
Government front in both industry and product research. 


BY JEROME SHOENFELD 


No Government chief likes to have 
his bureau confused with the Con- 
sumers Union. He would prefer that 
it avoid involvement in battles among 
competitive products. But Govern- 
ment agencies do get into these dis- 
putes. Occasionally one of them will 
even take the customer aside, so to 
speak, and tell him how to judge the 
conflicting claims of salesmen. 

Right now the makers of gas and 
electrical appliances are vying to 
capture rural America. Major sales 


Agricultural Research Service, De- 
partment of Agriculture, is complet- 
ing a pamphlet showing comparative 
costs.of both. 

When Government steps in that 
way, you might expect the industry 
getting the worst of it to kick back, 
to write letters to senators, to enlist 
Washington lobbyists. Usually that 
is just what they don’t do. They are 
more likely to accept Government 
findings and to revise their products 
—or sales talks—accordingly. 

It may be that somewhere in Gov- 


ernment an agency is working for or 
against what you sell. Here is what 
seems to be your best chance to find 
out—not guaranteed. Write to the 
Business and Defense Service Ad- 
ministration, Department of Com- 
merce, Washington 25, D. C. De- 
scribe the product, asking about past 
or current research into its use, 
efficiency, etc. While making no 
promises, a spokesman for BDSA says 
that somebody on the staff might be 
able to find out. 

If, on the other hand, you believe 
that such research would confirm 
what you have always said, BDSA 
again might be able to tell you where 
to start. 

Among other things, the Govern- 
ment is a vast collection of labora- 
tories, searching into just about 
everything. It compares products, 
judges materials. If no product, no 
material is adequate for some pur- 
pose, it may devise something which, 
put into manufacture, might drive 
old lines off the market. 

Officials are self-conscious about 
all this, aware that they’re on delicate 
ground. There is a positive phobia 
about brand names. To avoid mention 
of them an official develops an 


arsenal of ingenious circumlocutions. 


claim boils down to: “It’s cheaper.” 


Here’s how you get 


The Alabama Purchasor 
Birmingham 3, Alabama 

Central New York Purchasor 
Syracuse 2, N. Y. 

Connecticut Purchasor 
Ansonia, Connecticut 

Detroit Purchasor 
Detroit 2, Michigan 

Heart of America Purchaser 
Kansas City 2, Missouri 

The Hoosier Purchasor 
Indianapolis, Ind. 

The Kentuckiana Purchasor 
Louisville, Kentucky 

Mid Continent Purchaser 
Tulsa |, Okla. 

The Midwest Purchasing Agen 
Cleveland 13, Ohio 

New England Purchaser 
Boston 10, Mass. 

North Central Purchasor 
Minneapolis-St. Paul, Minn. 

Oregon Purchasing News 
Portland 4, Ore. 

Pacific Purchasor 
San Francisco 5, Calif. 

The Philadelphia Purchasor 
Philadelphia 2, Pa. 

Southwestern Purchaser 
Dallas |, Texas 

Southwestern Purchasing Agent 
Los Angeles |4, Calif. 

Washington Pur. Agt. & Mfr. 
Seattle |, Washington 


35,000 — 
Circulation 
In Major 
Markets 


Habitually he uses the same cir- 
cumlocutions to designate what he 
won’t name. Whatever his work, 
whether it’s physical research or com- 
pilation of statistics, he talks as if 
there were only “industries” and 
“classes of products,’ not companies 
and brands. 

Most cautious, perhaps, is Depart- 
ment of the Interior. In contrast with 
other departments, Interior accepts no 
subventions from outsiders to re- 
search anything. Its technical papers, 
showing that a mineral you never 
heard of is good for something or 
other, avoid explicit comparison. 
Several years ago, the Department 
started trying to turn coal into petro- 
leum; attacked for the attempt, it 
dismantled a pilot plant, confined its 
research thereafter to test tubes. 

If Interior is the most circumspect, 
Agriculture is probably the least. One 
branch, Rural Electrification Admin- 
istration, takes sides pretty openly in 
the rivalry between gas and electrical 
appliance salesmen: naturally, it 
promotes electricity. There are par- 
tisans of milk, frozen juices, partic- 
ular kinds of refrigeration for ship- 
ments of foods, special methods of 
packing. 

The Economics 


Home Branch, 


part of Agricultural Research Serv- 
ice, is pro-consumer. To a housewife 
hesitating among the advertisements 
it furnishes a kind of buyers’ con- 
sultation service. That is how it got 
involved in the gas-electricity feud. 
Says its bulletin, explaining results 
of tests on each. kind of appliance: 

“Rural areas throughout the coun- 
try in recent years have seen a great 
increase in the network of electric 
lines carrying power to farms. At the 
same time the use of liquefied petro- 
leum has spread into ever increasing 
numbers of communities. 


Check Operation Cost 


“Where both types of energy are 
available, a choice must often be 
made between the two when a range, 
refrigerator or water heater is to be 
purchased for the house. One impor- 
tant factor in the choice is the cost 
of operation, which in turn is based 
on the relative utilization of energy 
by different appliances as well as on 
the rates per unit quantity of each 
type of energy.” 

As the Branch cast about for a 
means to judge, setting up and scrap- 
ping test projects, the National Elec- 
trical Manufacturers Association 


made an agreement to pay part of 
the research costs. The Branch went 
immediately to the opposition, the 
American Gas Association and the 
Liquefied Petroleum Gas Association, 
Inc., asked for criticisms of its plans. 

The tests showed that for the same 
results you need more gas than elec- 
trical energy—up to 2.34 times as 
much for cooking ranges. REA men 
have cited that point in the drive to 
promote electricity. As advisor to 
housewives, Home Economics Branch 
pays little attention to it. It is now 
laboriously examining the rates for 
gas and electricity, territory by ter- 
ritory. Tentative findings, not yet 
published: bottled gas is usually sold 
at large-quantity discounts. If a 
farmer uses gas field equipment, it is 
cheaper for his wife to run gas ap- 
pliances indoors. Otherwise, depend- 
ing on where the farmer lives, elec- 
tricity is generally cheaper. 

Nobody scolds the Branch for get- 
ting into all this. On the contrary, 
manufacturers want it to go deeper. 
They are asking it to design pots, 
pressure, cookers, etc.—one line for 
gas, the other, electrical energy. Since 
electricity spreads its heat and so 
seems to require a broad-bottomed 
pot, while gas focuses heat narrowly, 


Nation-Wide Coverage of Industrial “Buyers” 


at the Essential Local Level ! 


Being Neighborly is Good Business! 
For Quicker Sales, Advertise Locally 
in the P. A.’s Own Magazines 


Your advertising is like a friendly greeting across-the-desk when it reaches in- 
dustrial Purchasing Agents in their own regional purchasing publications. Next 
best to personal sales calls, here’s advertising that’s basic/ Here’s a top potential 
_ of 100% “buyer” coverage in your industrial markets . . . at the essential local 
level. These are the official organs of the P. A.’s own Associations, influencing 
buying habits for multi-billion dollar Industrial America. Each is “must” read- 
ing for its regional membership—collectively, a national total of 35,000 men 
who buy what you sell. Increased industrial spending calls for quick ad-action 
by you— either in all 17 for a “‘grand slam”, or your choice of selective markets. 
Use the check-list as your guide, and get into the next issues. 
Write for new brochure with rates and mechanical information. 


THE ASSOCIATED PURCHASING PUBLICATIONS 


1213 West 3rd Street, 6th Floor . Cleveland 13, Ohio ” MAin 1-3499 


Partial List of 
Nat'l Advertisers 
Using Sectional 
P.A, Books 


DuPont 

Columbia Steel 
John Roebling's Sons 
Wickwire-Spencer 
Tube Turns 
Osborn Mfg. 
Bridgeport Brass 
Chase Brass 
Scovill Mfg. 
National Screw 
McLouth Stee! 

U. S. Steel 

Jos. T. Ryerson 
Babcock & Wilcox 
Reliance Electric 
Chicago Rawhide 
Hinde & Dauch 
Associated Spring 
Alan Wood Steei 
Ohio Gear 

Ockite 


different designs are, indeed, in- 
dicated. But just now the Branch has 
other things to do; maybe later. In 
time it may be smart to equip farm 
and farmhouse exclusively for gas or 
electricity: outdoor equipment, in- 
door appliances, pots, Dutch ovens, 
everything. 

The Branch was called on to 
measure the claims, all enthusiastic, 
for competitive washing machines. 
Specialists put 19 machines through 
their paces and decided that “no one 
type of household washing machine 


consistently gets clothes cleaner than 
other types.” It is partly a matter of 
how much of a load you put in, the 
temperature of the water. It is 
fortunate that the tests came out that 
way. It would have been pretty hard 
to call a G-E, Westinghouse or some 
other make best without directly 
mentioning them. So far nobody has 
asked that soaps and detergents be 
rated. 

A Home Economics pamphlet, tell- 
ing people how to plan _ kitchens, 
tabulates good and bad points about 


The ONLY 


you can uncover 
your prospects 


in the 


St. Paul “Half” 


way 


Nation’s 13th Market 


is by advertising in the 
St. Paul Dispatch -Pioneer Press 


Publishers” 


51.5% 


2.9% 5.9% 


HOUSEHOLD COVERAGE 


Source: ABC 
Statements. 9/30/54 


(St Paul City Zone} 
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16.4% 
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St. Paul Dispatch-Pioneer Press 


Representatives Ridder-Johns, Inc. 


New York — Chicago — 


Detroit — San Francisco 


Los Angeles — St. Paul — Minneapolis 


competing floor and wall coverings. 
Real linoleum is durable but mildews 
in damp, warm climate. Plastic floor-, 
ing dents. 

One Department job is to find new 
uses for farm products. When the 
job is done successfully, a familiar 
product meets new competition. A 
contract was let to the Kansas 
Agricultural Experiment Station to 
try honey as a sugar substitute. “By 
using honey to replace a part of the 
sugar in baking formulas,” says a re- 
port, “commercial bakers can pro- 
duce better bread, cakes, cookies and 
other pastries.” Then the report 
offers a clinching argument: honey 
keeps bakery products fresh longer. 
For practically every liquid nutri- 
ment, the Department is trying to 
develop a corresponding powder: 
cheaper to pack, ship, stock. Its new 
orange concentrate, for instance, will 
be put on the market in direct com- 
petition with frozen juice. There 
will be tomato and apple concen- 
trates. 

In all this discovery, comparison, 
promotion, the Department gets into 
a kind of competition with itself. 
Here’s a simple case: Its scientists 
bred the small seven- or eight-pound 
turkey which, to get sales started, the 
Department first promoted for all it 
was worth. This year it told house- 
wives that the _ sixteen-pounders, 
which flooded the market unsold, 
were much cheaper: more meat, less 
bone per butchers’ pound. 


Test of Materials 


Back in 1949 Congress wanted to 
do for builders what Agriculture De- 
partment was doing for farmers. It 
ordered Housing and Home Finance 
Agency to test competing materials 
and components and, where possible, 
to invent cheaper, better ones. 

The order stands, but a year ago 
Congress stopped putting up the 
money. It wasn’t that Congressmen 
were swamped with complaints from 
injured manufacturers and salesmen, 
but rather that, from an industry 
chronically indignant, they got so 
few. Here and there the Agency 
turned up something but, the Ap- 
propriations Committee believed, not 
of enough importance to merit the 
investment. 

Still on sale by Superintendent of 
Documents are comparative studies of 
plumbing systems, floors, doors, etc. 
Whether there will be new ones de- 
pends on future Congresses. 

Families, you may remember, were 
coaxed to convert from coal to oil or 
from oil to gas or the reverse of 
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Lewyt Optimistic 


The sales outlook for vacu- 
um cleaners during 1955 
looks better than it did the 
same time a year ago, says 


Alex Lewyt, president of the 
Lewyt Corp. 


In a business survey among 
many of its dealers and dis- 
tributors throughout the 
U.S., the Lewyt Corp. found 
that 31.7% expect their vol- 
ume to increase by 22% dur- 
ing the first six months of 
the year. Others look for a 
volume increase ranging 
from 7% to 29%. In the fight 
for the consumer market, 
most of the dealers and dis- 
tributors said they would 
rely more on newspaper ad- 
vertising during the new 
year than they did in 1954. 


Lewyt believes prices will 
be more firm this year than 
they have been for several 
years. He said that major 
manufacturers will probably 
spend more in advertising 
and sales promotion. 


either. An Agency pamphlet dis- 
couraged the switch: 

“Sales appeal is made quite gen- 
erally on a purely emotional basis 
such as ‘bedroom slipper solid com- 
fort,’ ‘clean heat,’ ‘safe heat,’ etc. As 
applied to fuels most of these 
arguments are faulty, as all fuels, 
properly burned, can give equal com- 
fort and safety Conversions 
from one fuel to another in existing 
plants sometimes result in economies, 
but just as often prove expensive to 
the homeowner in the long run.” 

No matter what you had, the 
pamphlet gloomily foretold, there 
would be something wrong. Since no- 
body was switching to coal, that in- 
dustry came off best. 

Bureau of Standards continually 
compares and the comparisons may. be 
damaging indeed. Only rarely does a 
man, told that his stuff is no good, 
talk back. Whoever champions his 
cause, whether a senator, a Secretary 
of Commerce or an outside labora- 
tory man, the Bureau will merely 
and monotonously repeat its findings, 
never retracting. Currently the 
Bureau is comparing various products 
designed to detect radiation. Manu- 
facturers who are told their devices 
won't work have little to say beyond 
asking detail. They alter the devices. 
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Much of the research is directly 
financed by industry. An industry, 
usually through a trade or profes- 
sional association, pays salaries to re- 
search fellows who use Bureau 
laboratories and are free to consult 
its many experts as problems arise. 


ly against each other, is scrupulous in 
publishing hardly a line mentioning 
any of them: General Service Admin- 
istration, that does most of the buy- 
ing for civilian government. With- 
out jotting down a brand name or 
company name, it writes specifications 


Thus, through the Bureau, Ameri- 
can Dental Association tests nd rates 
rival products offered for -«l¢ to its 
members. 

The agency that deals most direct- 
ly with competitors, and whose job 
precisely is to weigh them continual- 


for thousands of products. Sometimes 
a product on the commercial market 
happens to match the specifications 
more closely than its rivals. When 
that happens, GSA won't let the 
manufacturer make capital of it. 
The End 


Stoux Cit A.B.0. CITY ZONE 


\ POPULATION NOW 100,121* 
E ea 


F ay .B.C. City Zone, Pop, 1954 
"63% daily and 48% Sunday coverage 
in twelve neighboring counties 


Che Sioux City Sournal 


JOURNAL-TRIBUNE 


NATIONAL REP. JANN & KELLEY, INC. 


ask your 
advertising agency 
about outdoor 
advertising! 
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Coming Soon .. . 


Clary Multiplier’s 

Doing It! 

What? 

“Building A Sales Force 

On A Five-Year Plan” 

This outfit regards sales training like production 
planning — on a long term basis, and since adopting 
the idea sales are up 25%. 

The complete story will be told in an early 

issue of SALES MANAGEMENT. Watch for it! 


The Biggest Aviation News — 


. ™ ‘ = 


DERATED TURBOPROP STORY 
— December's biggest aviation 
news — is based on an exclusive 
AVIATION WEEK interview by 
Irving Stone, Senior Engineering 
Editor. 
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IRVING STONE, AVIATION WEEK Senior 

Engineering Editor, holds a Mechanical En- 

gineering degree from Polytechnic Institute of 

Brooklyn, and the degree of Doctor of Juris- 

prudence from New York University. Mr. Stone 

was Supervisor of Training Literature at Air 

Force Technical School, Chanute Field, III. 

in 1941-42. He served as Chief of Instruc- 

tional Materials at Air Force Technical School, 

Seymour Johnson Field, N.C., 1942-44. As 

Assistant Chief Instructor at the same field in 1943-44, Mr. Stone supervised 
2,500 civilian and enlisted instructors and some 25,000 student mechanics. 
Mr. Stone was Administrator, Department of Plans and Training, Air Force 
Engineering Cadet Course, Yale University, 1944. He joined the stoff of 
AVIATION magazine, AVIATION WEEK's predecessor, in 1944, and later served 
as Engineering Editor of AIR TRANSPORT. Mr. Stone is a member of the 
Institute of the Aeronautical Sciences and Aviation Writers Association. 
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{ARGED’ TURBOPROP” 


AVIATION WEEK’s engineering articles are the product of the largest 
staff of graduate engineering editors serving any aviation publication. 
That is why more management and engineering people prefer* 
AVIATION WEEK by a wide margin than any other aeronautical 
magazine. This story by Irving Stone, Senior Engineering Editor, written 
from an exclusive interview, serves as another illustration of AVIATION 


WEEK’s on-the-spot coverage of important technical developments. 


In this fast-moving aviation business, engineers and management men 
want to get their engineering information delivered to them while it is 
still news, not months later. They need this information to make daily 
decisions affecting the defense of the nation and the well-being and 
progress of the country’s largest single business — aviation. These men 
have learned long ago that it is only through the fast publishing schedule 
of AVIATION WEEK that these important requirements can be met. 


“Based on independent reader preference studies. 


A McGRAW-HILL PUBLICATION @ 
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Wrigley Program Eases 
Pensioner into Retirement 


Able employes may continue after 65, but work one rnonth 
less each post-normal year. This has three-way benefit: 
to retiree, to company, and to up-coming younger men. 


A promising program in human 
relations has been in effect at the 
William Wrigley, Jr., Co., Chicago, 
for the past three years: A “‘step- 
down” retirement plan designed to 
ease the pensioner from full job ac- 
tivity to full retirement, step by step. 

The plan affects everyone—from 
top-level officials to janitor. 

The Chicago chewing gum con- 
cern is well-known for its excellent 
retirement income plan, in effect 
since 1936, with increased benefits 
added in 1948. The step-down fea- 
ture permits the employe to continue 
in his job after the normal retire- 
ment age of 65, if he so chooses and 
is capable of it. At the same time 
it provides a non-discriminatory and 
virtually self-administering method 
of determining his retirement date. 
The plan has thus become a strong 
factor in good employe relations. 

Prior to the plan’s establishment, 
almost 4% of Wrigley employes 
worked beyond retirement age; today 


only 1% of active employes are over 
65. About half of all emploves upon 
reaching age 65 retire as soon as it is 
logical for them to do so. Among in- 
ducements for retirement are the in- 
creased benefits offered by the com- 
pany, plus higher social security 
payments. 

L. E. Harland, personnel director 
at Wrigley, says, “It now becomes 
obligatory for any officer or employe 
permitted to work after age 65 to 
take a month’s leave of absence with- 
out pay during the first year, two- 
months leave without pay the second 
year, etc.” 

Another change, he explains, is: 
“When an employe retires after a 
post-normal retirement period of em- 
ployment, the retirement income 
available to him is the actuarial 
equivalent of the amount payable at 
the normal retirement age of 65.” 

Example: An employe making $4,- 
800 per year at age 65, with a retire- 
ment income available to him of 


Special Consumer Tabulations 
Available to Business? Ask BLS 


Would you like to have special tabulations made from the 1950 Survey 
of Consumer Expenditure the Bureau of Labor Statistics took in order 
to revamp the consumer price index? If so, would you pay the cost? 


There’s a chance that you, can get the work done. Write to Aryness Joy 
Wickens, Acting Commissioner, BLS, Department of Labor, Washington 


25, D.C., for information. 


With a recent grant of the Ford Foundation, Wharton School of 
Finance and Commerce, with BLS, is making scores of new tabulations. 
These will cover each of the 91 representative cities used in the original 
survey; the 50 largest cities; nine classes of cities. There will be figures 
on what families of varying size purchase; what father buys; purchases 


made by mother or by children. 


You can also get the list of tabulations by writing to the Acting Com- 
missioner. As tabulations are made, Department and University men will 
write a series of monographs on consumer habits. First releases will 


appear this summer. 


$2,400 per year, continues with the 
company for three more years. His 
annual wage is $4,400 for his 66th 
year; $4,000 for his 67th year; 
$3,600 for his 68th year. He has 
worked 11, 10 and 9 months re- 
spectively for these three years. 

“Tf we assume that this employe is 
entitled to a social security benefit of 
about $1,090 per year,” Harland ex- 
plains, “he has a higher income if he 
quits work than if he continues in the 
employ of the company.” 

Here is where the human relations 
aspect is seen. Says Harland: “By 
handling post-normal retirement date 
cases in this manner, we try to help 
employes adjust their living to a little 
less income each year and—perhaps 
of greater importance—to wean them 
away from their work in the hope 
that they will find other things of 
interest to occupy their time.” 

Further, during the progressively 
longer leave -of- absence periods, 
younger men have the opportunity to 
take on more responsibilities and the 
company has a better chance to ob- 
serve their ability to handle them. 
“Last but not least,’ Harland notes, 
“the company is able to benefit from 
the. skill, training and experience of 
the older employes for a period of 
years—on an equitable and non 
discriminatory basis.” 

When the Wrigley step-down plan 
went into effect in January 1951, the 
company supplemented its retirement 
income plan with another, applicable 
only to that part of annual salaries 
in excess of $10,000 and, in turn, 
bringing into the plan any officer or 
employe earning more than $10,000. 

Wrigley’s retirement income plan 
is strictly voluntary. New employes, 
briefed thoroughly on its benefits, are 
told: “It’s similar to a savings ac- 
count, with this big difference—you 
put in only about one-third of the 
money that builds up your benefits. 
The other two-thirds is paid by the 
company.” 

Eligibility is established after a six- 
month period of employment with the 
company, and no medical examina- 
tion is required. Each employe who 
joins the plan has four cents deducted 
from each dollar as his contribution. 
For each dollar he pays in, Wrigley 
contributes more than $2 toward his 
retirement pay. 

In general, an employe’s monthly 
retirement income at age 65 is about 
2% of his average earnings, multi- 
plied by the number of years he has 
participated in the plan: If 40 years, 
he receives at age 65 a monthly in- 
come for life equal to about 80% 
(four-fifths) of his average monthly 
earnings during 40 years’ of company 
service. 
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Do you recognize this family? 


To recognize is “to acknowledge formally, 
as by special attention’’. : 


THE McGUIRES are a happy, well-oriented family with 
the stamp of success—the reward of hard work. As 
Negroes they are particularly aware of the social and 


Do you recognize the McGuires in your 
market and media plans? 

More than 450 national advertisers do. They 
recognize, first, that the McGuires are part of 
America’s most underdeveloped market, with a 
great buying potential. 


economic progress which has helped them—and 16 mil- 
lion other colored Americans—become a $16 billion mar- 
ket, the fastest growing new consumer market in America. 


Your direct invitation to buy, appearing 
regularly in Negro newspapers, achieves maxi- 
mum penetration because Negro newspapers 
serve the special interests of Negroes. They are 
the sole source of complete news of colored 

communities, written ex- 


They recognize, second, 
that a consistent schedule 
in Negro newspapers is the 
most effective way to make 
steady customers of the 
McGuires, and thousands 
of families like them. 
Consider the dramatic 
impact of your advertising 


One example of how a regular ad- 
vertiser in an API newspaper has 
benefited is the case of a brewer 
in a major market whose share of 
the colored market is 27%—and 
only 11.7% in the general market. 


clusively for Negroes. 

For proof, ask for copies 
of readership studies con- 
ducted by independent 
research authorities on key 
API newspapers. Scores 
for both men and women 
average an amazingly high 


message pin-pointed at the 

colored market with a direct invitation to buy, 
via Negro newspapers. Compare it with the in- 
effectual impact of general media on the nation’s 
colored communities. 


70 to 100% for all pages. 
To expand your mar- 
kets, to strengthen your consumer franchise 
among Negroes, rely on the power of Negro 
newspapers. We'll be glad to give you specific 
help or information about any API market. 


ASSOCIATED PUBLISHERS, Inc. 


31 West 46th St., New York 36, N. Y. 
JUdson 2-1177 


166 W. Washington St., Chicago 2, lil. 
ANdover 3-6343 


WHALEY-MIKKELSEN COMPANY 
PACIFIC COAST REPRESENTATIVE: 
235 Montgomery Street, San Francisco, Calif. SUtter |-6072 
6513 Hollywood Blvd., Los Angeles, Calif. HOllywood 3-7157 


BASIC MEDIA REPRESENTED BY API 


BALTIMORE, AFRO-AMERICAN 
CHICAGO, DEFENDER 
CINCINNATI, LEADER 
CLEVELAND, CALL AND POST 
COLUMBUS, OHIO SENTINEL 
DALLAS, EXPRESS 

DETROIT, MICHIGAN CHRONICLE 
FORT WORTH, THE MIND 
HOUSTON, INFORMER 


KANSAS CITY, THE CALL PHILADELPHIA, 


LOS ANGELES, THE CALIFORNIA EAGLE 
LOUISVILLE, DEFENDER 

MEMPHIS, TRI-STATE-DEFENDER 
MINNEAPOLIS, SPOKESMAN 

NEWARK, N. J., AFRO-AMERICAN 

NEW ORLEANS, LOUISIANA WEEKLY 
NEW YORK, AGE-DEFENDER 

NORFOLK, JOURNAL AND GUIDE 
fAFRO-AMERICAN 
UTHE TRIBUNE 


RICHMOND, AFRO-AMERICAN 
SAVANNAH, TRIBUNE 

ST. LOUIS, THE ARGUS 

SAN FRANCISCO, SUN-REPORTER 
ST. PAUL, RECORDER 

TAMPA, FLORIDA SENTINEL 
WASHINGTON, AFRO-AMERICAN 


AFRO-AMERICAN 
NATIONAL, {eHicace DEFENDER 


More Advertisers Use Negro Newspapers Than Any Other Medium Designed for Negro Families 
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“Some people feel they want to re- 
tire before 65,” Harland says, “and 
our plan makes this possible. An em- 
ploye may retire on a life income 
any time after age 55, with the com- 
pany’s consent.” 

If a man retires at 55, however, 
his monthly retirement income is 
about two-fifths of the araount pay- 
able at age 65. An employe retiring 
at 63, for instance, receives about 
four-fifths of the retirement income 
payable at 65. 

An important feature of the plan 


is the minimum retirement income 
guarantee. This provides that each 
employe’s retirement income must be 
at least equal to 114% of his average 
monthly earnings in the three years 
immediately preceding age 65, multi- 
plied by the number of years he has 
been a member of the plan. 

Thus the employe who has pro- 
gressed te a_ substantially higher 
salary level in the later years of his 
employment is assured of a retire- 
ment income more in line with his 
salary prior to retirement. The End 


Now We Get Our Sales Facts 
Hot off the Griddle 


Farber's simple and thrifty sales control system produces, 
organizes and analyzes sales performance on 155 different 
items before the figures have a chance to gather moss. 


Thus management is equipped to make good decisions. 


BY ARNOLD J. WASSERMAN 
Sales Promotion and Advertising Manager 
“Farberware,” S. W. Farber, Inc.* 


A low-cost punched-card sales con- 
trol system now gives us all the 
figures we need to make constructive 
decisions on sales strategy and sales 
policy. 

We have developed our program 
so that the facts about any sale are 
before us within 12 days of taking 
an order anywhere in the country. 
Moreover, the figures are before us 
in a variety of tabulations which 
make it possible to spot trouble or 
take action on favorable factors 
quickly and with assurance. 

To the manufacturer with a single 
product, or a small line of products 
sold through a well-defined group of 
retail outlets, quick tabulation of 
sales figures is no problem. He needs 
only to watch invoices and shipments. 

But our firm, S. W. Farber, Inc. 
manufactures a wide line. We have 
155 different products in four cate- 
gories: electrical appliances, stainless 
steel cookware, aluminum giftwares, 
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and chrome giftwares. We sell to 
thousands of retail outlets which, for 
convenience, are broken down into 
nine classifications. These range from 
department, hardware, and jewelry 
stores to gift, furniture and appli- 
ance stores. ‘“Miscellaneous” is one of 
the categories and it’s anybody’s guess 
how many classifications that saves. 

Sales are national. An order may 
include from one to a hundred differ- 
ent products in the line . . . in any 
quantity. Between our salesmen’s 
visits, reorders and new orders are 
often sent to us by mail. Naturally, 
in a normal month thousands of 
transactions are recorded. Because of 
the variety of products manufactured 
and the introduction of new ones, 
sales peaks of various heights can de- 
velop any time, in addition to our 
seasonal peaks. 

The solid growth of our business 
has sharply increased the responsibility 
for creative leadership and guidance 
on the part of our executive staff. 
Growth is expressed not only in the 


development of our lines but in our 
volume. We have begun to assume 
leadership in our field. This puts new 
burdens on our sales force. 

Pride in the quality of our prod- 
ucts must be matched by pride in the 
service we render our retailers. The 
more business we do, the greater our 
need for firmer, more deeply cemented 
relationships with our dealers. Main- 
tenance of stature, nation-wide, re- 
quires a continuing effort to improve 
the dealers’ efficiency and profits so 
that ours may also improve. 

This can be done only on the basis 
of real knowledge, territory by terri- 
tory, store by store, not after a sea- 
son, not after a couple of months, but 
while a salesman is still on location, 
near enough to give the dealer the 
quality of help and guidance we con- 
sider worthy of our company. 

We need this information for our 
own controls, too. 

New lines are being sold . . . how 
are they going? How much stock of 
various products should we keep on 
hand? What production levels should 
we maintain? How much promo- 
tional help or advertising is needed? 
In what localities? 

Certain products may be doing 
well or badly in certain categories or 
in certain areas. How fast can we 
get statistics for analysis and inter- 
pretation of weak situations? What 
can we learn about strong situations 
so that the strength can be applied 
more widely? 

We developed our sales analysis 
system in such a way that it has be- 
come a real tool for sales direction. 
With all the complications of our 
lines and outlets, we believe we are 
getting more sales facts more quickly 
than most firms we know. Cost of 
getting the figures is minimal in re- 
spect to tabulating equipment and 
hours of labor. 

In the beginning we set up a dream 
picture of what we wanted a sales 
analysis system to do for our com- 
pany. From the standpoint of our 
salesmen we wanted a plan: 


1. To relieve them of making out 
long and complicated sales reports. 


2. To show what items they are 
selling, what neglecting. 


3. To reveal what promotional or 
advertising helps they need, based on 
store performances. 


4. To highlight the kinds of stores 
with which they are most effective, 
average, least effective. 


5. To let us know whether their 
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601,937 


NOVEMBER DAILY AVERAGE CIRCULATION 


DAILY average circulation of the 
Chicago Daily News for November, 1954, 
was 601,937, 26,634 higher than for 
November, 1953, and the highest 


month of all the months in this 


newspaper's history. 


SATURDAY average circulation of the 
Chicago Daily News for November, 1954, 
was 599,930, 17,103 higher than for 
November, 1953; and the highest 


Saturday average for any month in this 


newspaper’s history. 


...and still growing! 
CHICAGO DAILY NEWS 


the only Growing Newspaper in Chicago in this postwar 


® CHICAGO © NEW YORK © MIAMI * DETROIT ® SAN FRANCISCO 
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Lure to Put Wives in Sales Jobs: 
Tax-Deductible Pay for Domestics 


A change in the tax law by the last Congress makes it a little easier 
to recruit married women for sales jobs—to call on the traae or to 


canvass house-to-house. 
commission or sales profits. 


Lure is a new tax deduction for payment to domestics. 


It doesn’t matter whether pay is by salary, 


Maximum 


deduction is $600—a little more than $10 a week. Naturally, it may be 
claimed only against the amount actually paid for housework. 


Explain to women on your sales staff: to take the deduction, husband 
and wife must file a joint return. Moreover, the $600 maximum is granted 
only if the husband’s adjusted gross — gross less his deductions and 
exemptions—is $4,500 or less. Every dollar he earns above that cuts 


down the housework deduction. 
as you see, vanishes altogether. 


When he earns $5,100, the deduction, 


Recruiting appeal is greatest, perhaps, among those who want both 
cash and an escape from bed-making and dusting. 


coverage is helped or hampered by 
size of territory. 


From the standpoint of customers, 
we wanted the analysis to show: 


1. What every store buys in cate- 
gories and within each category. 


2. What stores are “uneconomi- 
cal”: stores ordering just one of an 
item or continually ordering in such 
small volume that they become un- 
profitable to handle. 


3. What kinds of stores do best 
with what kinds of items. 


4. What business we get from spe- 
cific stores that are part of a chain 
buying centrally. 


5. How frequently certain classi- 
fications of stores reorder certain 


categories or individual items. 


6. Which stores accept new items 
most readily. 


From the standpoint of policy and 
sales strategy we tabulated data to 
help us know: 


1. When advertising or promo- 
tional support is required in special 
areas, what items? For what kind 
of stores? 


2. How to estimate future sales of 
any item, based on past and current 
performance either in a given area or 
nationally. 


3. Which items to eliminate, which 
to push harder. 


4. How effective is local (coopera- 
tive) advertising effort? What are 


we getting from national advertising 
effort? 


5. Improvement or drop in our 
seasonal sales as against previous sea- 
sons. If we have this information 
quickly enough we can arrest a 
decline. 

6. How to evaluate our sales 
against market potentials. 

In short, we wrote up a job ticket 
for our sales analysis system to make 
it a fact-studded weapon of sales 
management and a practical guide to 
production, advertising, product de- 
velopment and even finance. 

Of course, it’s nice to dream up a 
prospectus like that. It’s even easy. 
But should any sales executive or 
company management know /ess than 
this about sales ? 

Then came the problem of how to 
get such a system in operation. We 
are not one of the giants of industry 
who can afford thousands of dollars 
for equipment and large office over- 
head to set up and maintain a 
“dream” sales analysis system. We 
had to find a way to establish and 
maintain the kind of system we 
wanted—economically. 

Cost of electronic or punched-card 
accounting machinery seemed prohibi- 
tive. And when we considered that 
the first miracle machines could do 
our work in a few hours per day, the 
purchase seemed even wasteful. 

We were also reluctant to tie up 
office space, add expensive trained 
personnel to our staff. Yet we knew 
we needed the sales analysis system. — 

Then we matle a discovery. We 
did not need the tabulating machines 
in our own office. We didn’t need to 
rent or buy expensive equipment and 
do the job ourselves. There are com- 
panies that specialize in these services 
on a fee basis. They own and use 
the miracle computors and tabulators. 
We pay only for the figures we get. 

We went to work with the Busi- 
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Is your 1955 advertising budget slightly small for the big job expected of it? 
There are several ways you can s-t-r-e-t-c-h that budget. 


1. By doing something with layout and copy appeals that will 
step up the effectiveness of the white space you buy. 


2. By re-evaluating the publication picture in the light of today’s 
opportunities, and comparing the effective coverage each 
magazine gives you per dollars invested. 


. By merchandising your advertising to salesmen, distributors’ 
salesmen, and selected prospects to get added impact from 
each ad. 


The first calls for a method of measuring attention and readership. That's 
where Starch reports can help you. Three Penton publications are regularly 
“Starched” and reports are available from Daniel Starch & Staff. All 
Penton publications offer helpful information that will assist you in tailor- 
ing your advertising to their audiences. 


The second involves better yardsticks to aid in space buying. Here, too, 
Penton can give you a lot of help. For instance, we have standardized on 
the modern Standard Industrial Classification of the U.S. Census Bureau to 
aid you in making comparisons. Plant counts, and size of plant, so necessary 
in determining effective coverage are available on all of our publications, 


The third way to stretch your budget—merchandising your advertising — 
is one in which we are prepared to help you with reprints, direct mail 
service, and special list selections. 


Will you call on us for cooperation? 


THE PENTON PUBLISHING COMPANY 


PENTON BUILDING ¢ CLEVELAND 13, OHIO 
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visi-kiTs 
up your salesman’s skill, 
personality...sales! 


You improve sales of established salesmen . . . cut training time of new 
ones... with Burkhardt Visi-Kits. Here’s why. 


Visi-Kits increase the salesman’s skill because they tell the whole story... 
in proper, hard selling sequence . . . every call. Prospects absorb up to 
5 times as much of the sales story. This means they understand more of 
the benefits .. . have up to 5 times more reason to buy! 


And Visi-Kits are compact, convenient, and ready-for-use at the flick of 
a finger. They fold flat for easier carrying, too. The clear trans-vue 
envelopes completely protect valuable contents from dust, smudges, 
finger marks and wear. 


Visi-Kits are available from stock in two sizes, 84% x 1l and 10x8... 
and in both black and brown finishes. 


Start your sales force on 
the way to more sales! 
Get all the facts on the new “hard- 
selling”, Burkhardt Visi-Kit today. 
Don’t delay...Send for free 


illustrated brochure! Binders to American Business since 1911 


545 WEST LARNED + DETROIT 26, MICHIGAN 


Without oblig 


, please send me your illustrated Visi-Kit Brochure 


Name Title 


Company 


Address 


COMPANY 


ness Services Division of Remington 
Rand Inc. The Card-o-Matic Punch 
used generally in bookkeeping was 
found to be adaptable to our needs. 
This equipment was rented at $75 per 
month. We assigned a regular em- 
ploye te operate this machine for part 
of the day, and with this small in- 
itial investment our sales analysis sys- 
tem became possible. 

Here’s how the job is done. On the 
Card-o-Matic a master card for 
punched-card accounting is made up 
for each customer. The customer is 
numerically coded by city, state, mar- 
ket area, county, store number, sales- 
man and kind of store. When a cus- 
tomer sends in-an order, his master 
card is removed from the file. With 
one punch the operator of the Card- 
o-Matic at our office reproduces all of 
the coded information into a new or 
detail card. She then enters the nu- 
merical code for any item purchased, 
the category, quantity ordered and 
dollar volume. She goes through the 
entire order, making a punched card 
for each item, with the master card 
already punched. The salesbook is 
closed every Friday. 

Remington Rand’s Business Serv- 
ices Departments receive the cards on 
Tuesday mornings. By Friday of that 
week the tabulated reports are back 
at our office ready for study and 
action. 


Tabulates Item Sales 


Every sale of any item by any 
Farberware salesman is_ tabulated. 
Longest time between order and ap- 
pearance on the report is 12 days. 

With this simple program we have: 

Weekly report: Current and year- 
to-date sales by category of item and 
within each category by item... in 
units and dollars. 

What each salesman did both cur- 
rent and year-to-date by category and 
within each category by item... in 
units and dollars. 

Monthly report: Sales by category 
for each store and total by category 
for each city . . . in dollars. 

Quarterly report: A three-month 
total and accumulation of previous 
monthly reports. 

We've been getting and using these 
reports only for a short time—a little 
over six months, But already some of 
the benefits envisioned in the system 
are evident. We have controls now, 
and as the system continues to oper- 
ate, we'll have a sound basis for prac- 
tical action in many directions, along 
with comparisons of sales year against 
year, month against month, week 
against week. The End 


SALES MANAGEMENT 


BEFORE: Ordinary, inconsequential. 


AFTER: Prominent and intriguing. 


Putting Punch 
In the Package 


To command more attention at 
point-of-purchase and to achieve 
family identity for a related group of 
products, The Royal Lace Paper 
Works, Inc., Brooklyn, created a 
new package for its line of paper 
table appointments (doilies, place 
mats), shelving. Royal products are 
sold in super markets, stationery and 
variety stores, as well as in depart- 
ment stores. Packaging, the company 
believes, is a stimulus to impulse and 
selective buying particularly in self- 
selection stores. 

In restyling the Royal package the 
company : 


identify Faster 


1. Created a new “Royal” logo- 
type and crown, for faster identifica- 
tion by consumers. It is now easier 
for shoppers to select different items 
from the line and coordinate them at 
a glance. 


2. Gave the package a quality 
look to stimulate multiple impulse 
purchases. 


3. Distinguished various items of 
the line by different color and design 
layouts. 


The reason for the re-packaging 
stemmed from the fact that the old 
packaging did not stand out on the 
shelf, nor were the labels and pack- 
aging the same throughout the line, 
thus they lacked family identity. 

Package design is by Lippincott & 
Margulies, New York City, indus- 
trial designers. 
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SERVE YOURSELF 
TO HEALTHY SALES... 


H & D “Selmor®” Displays put your product 
right in the customer’s line-of-purchase. 


HINDE & DAUCH 


SANDUSKY 16, OHIO 
Write for FREE booklet—‘‘How To Select Vending Displays’ 
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Have You Told Your Wife... 


(Story commences on page 36) 


penses. Children may have to be 
brought home. Funeral expenses must 
be met. Household expenses go on. 
Insurance companies pride themselves 
on making money available to widows 
within 48 hours after receipt of noti- 
fication of death. Your family agents 
will usually move heaven and earth 
to relieve real hardship; many a 
widow has walked out of a life in- 
surance company with her money. 
Life insurance funds are not delayed 
for the probating of a will or the 
settling of an estate. 


7..The husband's will. If he left 
no will, the wife does not auto- 
matically inherit all of her husband’s 
property. If there is one, the wife 
should know who gets what—and 
why. She should also know where the 
will is kept—in a safe deposit box, a 
desk drawer in the office, a home lock- 
box, a locker at the club. She should 
also know who are the witnesses to 
the will and where they can be 
reached. 


8. Insurance held. Mary was 
seriously inconvenienced by not know- 
ing that John held hospital insurance. 
More pathetic are the wives who 
didn’t know that their husbands 
didn’t have life insurance until, 
widowed, they tried to find the policy. 
Most men in the sales executive in- 
come bracket have large amounts of 
insurance of different kinds, confus- 
ing to the ladies who are the bene- 
ficiaries. 

First of all, there’s regular life 
insurance. A wife should know how 
much is held, in what companies, 
whether it provides for lump sum 
payment, instalment payment, a reg- 


ular income, or whether it gives her 
an option to elect the best plan for 
her when the time comes. If there 
are options, she should know why her 
husband left it flexible and whom he 
would like to have her consult in 
deciding which option best fits her 
new circumstances. 

Often a man holds a term insur- 
ance policy taken out to secure the 
payment of a mortgage. A wife 
should know the purpose of this 
policy, but she should talk over with 
her husband the circumstances under 
which it might be better for her to 
let the property go and use the mort- 
gage money to reestablish herself in 
a different way of life. There are 
sentimental widows who have paid 
off the mortgage on the farm which 
they could not run alone and must 
sacrifice eventually. They might 
better have spent the life insurance 
money learning a skill for self-sup- 
port. 

Most veterans of World War II 
hold national service insurance, pay- 
able out of five separate benefit pro- 
grams. Rules extending coverage 
after lapse of premiums are com- 
plicated and the existence of the 
policy is often forgotten. The House 
Veterans Committee reports there are 
now 20,000 to 25,000 survivors who 
have never claimed their due. 

Social Security provides payments 
to widows of taxed workers without 
children at age 65 and payments to 
widows with minor children which 
can run as high as $256 a month. 
Most people don’t know what they’re 
entitled to get under the program, 
and they are pleasantly surprised at 
the amounts. You don’t get it unless 
you claim it. Childless widows under 
65 should file notice of their hus- 
bands’ death even though they aren’t 
eligible to collect right away. 

Group insurance plans providing 
a lump sum payment to the widow 


PUBLISHED BY CAPPER PUBLICATIONS —LARGEST AGRICULTURAL: PRESS IN THE WORLD 


Sales Offices 


New York, Cleveland, Chicago, Topeka, Los Angeles and San Francisco 


or continuance of her late husband’s 
pay checks for a year have trebled 
since World War II, and it’s a rare 
sales executive’s wife who doesn’t 
have this added protection. Work- 
men’s Compensation covers many 
classes of salaried employes injured 
or killed in the course of their em- 
ployment, which may mean while 
traveling on company business. 

A wife should also know how 
much fire insurance, liability insur- 
ance, hospital and medical insurance 
is held, and what the premiums are, 
so that she can take advantage of this 
protection and keep it in force during 
an emergency in which her husband 
is not writing checks. 


9. Retirement income ahead. 
Many companies now have contribu- 
tory pension plans and some have non- 
contributory plans which can help a 
retired couple maintain their stand- 
ard of living after peak earning 
years and sometimes provide for the 
surviving widow as well. The per- 
sonnel director can supply authorita- 
tive information. Most Government 
workers, railroad workers and men in 
military service are entitled to pen- 
sions and support of their surviving 
dependents, but details vary so much 
that it takes thorough study to de- 
termine just how each wife is to be 
taken care of. The least a husband 
employed under a statutory pension 
plan can do is to be sure his wife 
knows who can unravel the regula- 
tions which will govern her pension 
if she becomes a widow. Sometimes 
that adviser is a senior in the service; 
in other cases, a lawyer should be 
consulted. 


10. Where records are kept. A 
woman who survives her husband can 
usually testify that the first few days 
of her widowhood are spent in hunt- 
ing for documents. No matter how 


JANUARY 15, 


a 

a@qaase 

gagasisss 
, 


usw gee 


excert 
RRECTRICAL 
g99999 


nase 


paooucTs 
aiss999 
gajososs 


swan Kes ee 


PUBLISHING 


93 
aisg9999\o 
epee eb 


93 
9999999 ae 
Hee Metts 1 


1 a 


Use them for fast, CAZOWCZLC territory analysis 


By using only those cards confroming to your 
particular sales territories, you can conveniently 
apply the SALES MANAGEMENT Survey of 
Buying Power to your own market areas. 


Through MARKET STATISTICS, INC., the 
IBM Service Bureau will prepare these analyses 
for you quickly. Or if you have an installation 
of IBM equipment, you can prepare them auto- 
matically right in your own office. 


More than 100 leading manufacturers and dis- 
tributors have adopted this new approach to 
setting scientific sales quotas. 


It is only necessary to determine what factors 
(or combination of factors) published in the 
Survey would reflect consumer demand for your 
product. If you have any questions on this 
point, you may without obligation consult with 
the staff of MARKET STATISTICS, INC. for 
complete details. 


For further information on how to use the 
Survey of Buying Power on IBM cards, write or 
phone Dr. Jay M. Gould, MARKET STATIS- 
TICS, INC. 432 Fourth Avenue, New York 16, 
N. Y. (Telephone Mu. 4-3559). 


MARKET STATISTICS, INC. 


RESEARCH CONSULTANTS TO SALES MANAGEMENT 
432 Fourth Ave., New York 16, N. Y. Mu-4-3559 
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many willing hands help, red tape is 
a nightmare. The papers the bank 
needs to give a widow access to her 
husband’s safe deposit box are often 
sealed in it, along with the insurance 
policy without which the only source 
of ready cash cannot be tapped. No 
one knows how to find out whether 
the family owns a cemetery lot, or 
how to prove it. Demands for proof 
of death by undertakers, shippers, in- 
surance companies, and others follow 
each other «s if by sadistic conspiracy. 
Complications that can beset a lack 


of paper in the crises of life—and 
death is only one of them—are 
legion. Almost all of them can be 
avoided by keeping a record box in a 
place known to all members of the 
family. It should contain the follow- 
ing data: 

All insurance policies—or if these 
are kept in a safe deposit vault, the 
companies, policy numbers, and 
agents responsible for each. The 


agent’s home telephone number is an 
invaluable convenience. 
All wills of family members or a 


Over a thousand can be seated com- 
fortably for meetings in the new 
auditorium, 72’ wide by 112’ long. 

For a banquet it accommodates 
860. The 42’ by 20’ stage is com- 
plete with orchestra pit and 
dressing rooms. 


Other various sized rooms are suitable for 
any type of dining or meeting arrangement. 


A theatre, with inclined floor, provides lounge-type seating for 400. Its stage, 34’ x 
16’, also has orchestra pit and dressing rooms — plus a wide CinemaScope screen. 


For complete information 


ress: 


DIRECTOR OF SALES 


WHITE SULPHUR SPRINGS, WEST VIRGINIA 


Or inquire of Greenbrier offices at: New York, 588 Fifth Ave., JU 6-5500 
* Boston, 73 Tremont St., LA 3-4497 + Chicago, 77 West Washington 
Street, RA 6-0625 + Washington, D. C., Investment Bldg., RE 7-2642 


record of where the wills are held, 
together with names and addresses 
of witnesses to them. 

Social Security cards or a notation 
of Social Security numbers. 

Birth certificates for everyone in 
the family. 

Marriage certificate. 

Divorce records. 

Passports, even though they have 
expired. 

Naturalization papers. 

Records of military service. 

Deeds to property, including ceme- 
tery lots with notation of space re- 
maining. 

Bill of sale for car. 

Stock and bond certificates or a 
notation of where they are kept, in 
whose name they are owned, and the 
name of the broker to be consulted 
in disposing of them. 

Savings bank books. 

Promissory notes recording per- 
sonal debts to family members. 

Name, address, and _ telephone 
number of a lawyer who knows the 
family or a banker or financial coun- 
selor available to help in any difficul- 
ty. 

It’s a tough list, even for the 
breadwinner of the house who is sup- 
posed to know all the answers, but 
it’s information your wife may some 
day have to have without your help. 
How well do you think she can 
answer all 10 points? Guess at her 
score, then try it on her. If she beats 
your estimate, you owe her a dinner 
out. Maybe she'll owe you a cherry 
pie. The End 
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Perennial Plant Pack 


Judson Nurseries of Bris- 
tol, Ind., packs green, grow- 
ing perennials, ready for out- 
door planting, in a take-home 
carrier, specially designed 
for this purpose. 

| 
4 


Each carrier has three 
cells, holding three separate 
plants of one variety. Living 
plants are potted, then jack- 
eted with a polyethylene bag, 
before being packed in the 
carrier. Colored printed la- 
bels for different varieties of 
perennials permit use of this 
carrier for the complete se- 
lection of popular perenniais. 


Full-color illustrations of 
the matured, blooming plants, 
along with complete planting 
instructions and a _ descrip- 
tion of the plant, are carried 
on the front of the carton. 
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EXECUTIVE SHIFTS 
IN THE SALES WORLD 


Benrus Watch Co. . . 


Clifford L. J. Siegmeister to gen- 
eral sales manager. 


Cantrell & Cochrane Corp... . 


Maurice V. Odquist to v-p in 
charge of national sales. The firm 
makes C & C Super Coola. 


Clark Oil & Refining Corp... . 


R. G. Atkinson to general manager 
of marketing. 


Clay-Adams Co... . 


C. Kenneth Coty to v-p in charge 
of sales. The company manufactures 
surgical and laboratory instruments. 


Cory Corp. ... 


Jules W. Lederer to president, 
Autopoint Co., a division of Cory. 


Ekco Products Co... . 


J. J. Culberg to v-p, housewares 
sales. 


The Electric Storage Battery Co. ... 
Carl F. Norberg to president. 


Golan Import Co. . . . 


Sander Heyman to executive v-p. 


Hyster Co. . 


Harvey A. Raasch to export sales 
manager. 


Industrial Publications, Inc... . 


Maurice P. Driscoll to president; 
the firm publishes building industry 
magazines. 


Lever Brothers Co. ... 


V. T. Finch to sales manager, 
Pepsodent Division. 


Malleable Iron Fittings Co. . . . 


Albert B. Stevens to sales manager, 
Pole Hardware Division. 


Merck & Co., Inc. . . . 


Henry W. Gadsden to v-p; John 
G. Bill to v-p and general manager, 
Sharp & Dohme Division. 


Mobile Vendors, Inc. . . . 
George H. Grinnell to president. 


P. O. Moore, Inc. . . . 
‘ Henry C. Bainbridge to advertis- 
ing and sales promotion manager. 
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National Silver Co. ... 


Arthur J. Franklin to v-p in 
charge of sales. 


Chas. Pfizer & Co., Inc. . . . 


Richard C. Fenton to v-p, Pfizer 
Corp., foreign trade subsidiary. 


The Procter & Gamble Co... . 


Donald H. Robinson to director of 
overseas operations. 


The Scholl Mfg. Co., Inc. . . . 
V. F. Kelley, sales manager, to v-p. 


Seagram-Distillers Co. . . . 


Jerome A. Newman to national 
sales promotion manager. 


Hiram Walker Distributing Co. . . . 


Jack Musick to v-p in charge of 
sales, 


Western Metal Spinning Works . . . 
Frank Larice to sales manager. 


Willys Motors, Inc. . . . 


Charles A. Watson to general sales 
manager. 


Again 
“New England is NOT ONE 
Big Market” 


. says George A. Rader, 
New England District Manager 
for General Foods . who 
agrees with other New England 
regional managers that New 
England is made up of major 
and satellite markets, each 
with their own variable dis- 
tribution patterns. 


“Consider the Worcester, 


Massachusetts market, for ex- 
ample: while it is a prominent 
grocery distribution center, 
three of its major chains (Stop 
& Shop, First National and 
A&P with over 75 super 
markets) have wholesale head- 
quarters outside of the Wor- 
cester market, Therefore, 
wholesale grocery figures for 
Worcester are not a reliable 
yardstick of Worcester’s retail 
grocery sales potential. 


GEORGE A. RADER 


New England Dis 
trict Manager, Gen- 
eral Foods Sales 
Division, General 
Foods Corporation. 


“Retail sales are the real 
measure of Worcester’s grocery 
volume ... and they are in 
excess of $168 million annually. 
Advertising and sales promo- 
tion should be applied where 
consumer sales are greatest 
and not solely on the basis of 
wholesale figures.” 


Local-Level Knowledge Is A 
Must For Top-Level Decision- 
Making 


@ This advertisement is pub- 
lished in the interests of fuller 
understanding of the Worces- 
ter, Massachusetts market by 
The Worcester Telegram, The 
Evening Gazette, and The 
Sunday Telegram. George F. 
Booth, Publisher. Circulation 
daily, 156,445; Sunday, 103,999. 


SALES MANAGER “Lost Sale" Quiz +32 
WANTED 


Clothi ° ° 
Must be Rater Se and Irritable Irwin 


boys’ wear fag eee a Ses 
experience in taking complete charge ‘cc ” 
,~ selling, including hiring and man- 
ement of nationwide sales force and The Touchy Toucan 
al sales and promotion activities. 
Unusual opportunity for top-flight ex - 
perienced sales mar'ager with this fast 
rowing business. Relocate in Denver. 
tate full experience and personal 
qualifications in first letter. All replies 
strictly confidential. 


MILLER & O- 


YOUR MARKET POTENTIAL 


may no longer be geared to coming 
competition. 


Write for three free reprints on 
how to study market potential, — 
learn about our market research 
audit, and 


Sales Managers’ Clinics 
EUGENE J. BENGE 


Author of “Manpower in 
Marketing” 


Mc Intyre Building, Asheville, N.C. 


SA BECOME AN EXPERT 
See, one oe SS pannngy ee se - Ae 
AF. -¥- Ay ty 


ities, and ho Sry" for ony earn. 
ings in this profitable profession. Write TOD. 


LASALLE Extension University, 417 Se. Dearborn S ... can't stand any interruptions 


ACorrespondence Institution e Dept. 178-SA, Chicago 5, i 


DIRECTOR OF SALES 


Midwest Soft Goods Manufacturer HE LOSES SALES BECAUSE ... 
needs experienced sales manager. 
ing ‘ealesmon, administration of 
" int ! ° ° 

pay Giana, apartinn mational sales (a) . . . he explodes in front of his prospect 
pend on gualine tio > car —¥ b he d + k h back into hi | 

i alifications and ex- s 
ae Gy Be os (b)... he oesn't know how to get back into his sale 
complete resume of educational and presentation 
job experience. Reply to Box 3095, 
Sales Management Magazine. (c) 


in his sales interview. 


. « he doesn't know how to handle interruptions 


It’s certainly obvious that Irwin can’t cope with interruptions 
but he really kills the sale when (a) he shows his irritation. 
Do You Understand In selling there will always be interruptions. The best thing 
the Science you can do is to try to minimize them by getting the prospect 
of Mass Selling? into the act. Give him some part of your demonstration, ask 
him questions, keep him busy. When he is occupied he will 
Specifically, are you up-to-date take steps to prevent interruptions. 

on packaging, labeling, pricing 
and point-of-purchase policies 
for modern self-selection mer- 
chandising? 


Of course some interruptions can’t be avoided so make the 
most of them. When they are over, use them as an excuse to 
recap those strong sales points already mentioned, In this way 
you can make sure you and your prospect agree before you 


A thorough discussion of this go on. 
pertinent subject is scheduled 
for an early issue of SALES 
MANAGEMENT. It is authored 
by Clement V. Conole, president Editor's Note: Sixteen of these sales cartoon quizzes have been reprinted (size 8!/2" x 11") 
of Hearn’s Department Stores in two colors on sturdy 70 Ib. stock. Each of them points a lesson for salesmen and makes 
salesmen conscious of common selling faults. Order your copies now. Price: five cents per 


reprint. Send order and check to Sales Management magazine, 386 Fourth Ave., New York 
16, N.Y. 


© 1954 William G. Damroth & Co. 
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Allied Yan Lines, Inc. 
Agency: McCann-Erickson, Inc. 


American Telephone & Telegraph Company 
(Classified) 
Agency: Cunningham & Walsh, Inc. 


American Weekly 
Agency: Grant Advertising, Inc 


Artkraf? Sign Company 
Agency: Wendt Advertising Agency 


Associated Business Publications 
Agency: Media Promotion Organization, Inc. 


Associated Publishers, Inc. 
Agency: Henry J. Kaufman & Associates 


Associated Purchasing Publications . . 
Agency: Baisch Advertising Agency 


Aviation Week 
Agency: Gaynor & Company 


- 104-105 


108-109 


Better Farming 
Agency: Young & Rubicam, Inc. 


Booth Michigan Newspapers 
Agency: The Fred M. Randal! Company 


Brown-Forman Distillers Corporation 48A, 48B 
Agency: Ruthrauff & Ryan, Inc. 


Buffalo-Courier Express 
Agency: Baldwin, Bowers & Strachan, 


Building Supply News 
Agency: Arthur R. MacDonald, Inc 


The Burkhardt Compan 
Agency: E. C. Watkins & Company 


Capita! Airlines 
Agency: Lewis Edwin Ryan 


Cappel, MacDonald & Company 
Agency: Don Kemper Company, Inc 


Chemical Week 
Agency: Royal & DeGuzman 


Chicago Daily News 
Agency: Hagerty & Sullivan, Inc 


Chicago Sun-Times 
Agency: John W. Shaw Advertising, 


Chicago Tribune 
Agency: N. W. Ayer & Son, Inc 


Civil Engineering 
Agency: The McCarty Company 


CBS Radio Spot Sales 
a =a Telephone & Electric Seuiere 
Agency: The Haydon Company, Inc. 


H. S. Crocker Company 
Agency: Brisacher, Wheeler & Staff 


Davenport Newspapers 1 
Agency: The L. W. Ramsey Advertising Agency 


Dell Publishing Company 71 
Agency: Robert W. Orr & Associates, Inc. 


Des Moines Register & Tribune 35 
Agency: The Buchen Company 


Detroit Free Press 95 
Agency: Livingstone Porter Hicks 


Detroit News 28 
Agency: W. 8. Doner & Company 


Dun and Bradstreet, Inc. 


The Elks Magezine 
Agency: The McCarty Company 


Federated Publications 
Agency: Denman & Baker, Inc. 
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ADVERTISERS’ INDEX 


General Auto Rental Com 
Agency: Samuel Taubman & 


The Greenbrier & Cottayzes 
Agency: Robert Conahay, Inc. 


Greensboro News Record 
Agency: Henry J. Kaufman & Associates 


Grit Publishing Company 
—- Arndt, freaten, Chapin, Lamb & Keen, 
nc 


Jam Handy Organization, Inc. ...... 2nd Cover 
Agency: Campbell-Ewald Company 


Haywood Tag Comp 
Agency: The Venden Cenpane Inc. 


Hinde & Dauch 
Agency: Howard Swink Advertising Agency, Inc 


The Schuyler Hopper Company 


The Houston Chronicle 
Agency: Kamin Advertising Agency 


Indianapolis Star & Tribune 
Agency: Sidener & Van Riper,, Inc. 


International Sales Incentives, Inc. 
Agency: Baker & Baker & Associates, Inc 


Keeney Publishing Company 
Agency: William J. Williams, Advertising 


Kleen-Stik Products, Inc. 
Agency: Burlingame-Grossman Advertising 


LaSalle Extension University 
Agency: Critchfield & Company 


Los Angeles Herald-Express ..... 
Agency: C. B. Juneau Advertising — 


Louisville Courier-Journal 
Agency: Zimmer McClaskey Advertising 


Market Statistics 


Mather Publications 
Agency: Brad Wright Smith Advertising, Inc 


Mayfair & Lennox Hotels 
Agency: H. George Bloch Advertising 


McClatchy Newspapers 3rd Cover 
Agency: J. Walter eececes Company 


McGraw-Hill Publishing 
Agency: Fuller & Smith & Ross, Inc 


Mechanization, Inc. 
Agency: Henry J. Kaufman & Associates 


oe ~~ Press Scimitar-Commercial 


Appca 
Agency: Rosengarten & Steinke, Inc 


Miami Herald 
Agency: August Dorr Advertising, Inc 


Mill & Factory 
Agency: Hazard Advertising Company 


Milwaukee Journal 59 
— Klau-Van Pietersom-Dunlap & Associates, 


Minnesota Mining & Mosutasturing 
(Industrial Tape Division 5 
Agency Batten, Barton, Durstine & Osborn, Inc. 


Missouri Ruralist 
Agency: R. J. Potts, Calkins & Holden, Inc. 


Moline a: Rock Island Argus .... 
Agency: Clement T. Hanson Company 


NBC Film Division 
Agency: Grey Advertising Agency. Inc. 


National Car Rental System, Inc. 
Agency: Gene Rison & Associates 


National Folding Box —_ , Inc. 
Agency: Smith, Hagel & ae. Inc. 


New Equipment Digest 
Agency: Beaumont, Meller & Sperling, Inc. 


New York Journal American 
Agency: Sterling Advertising Agency, Inc. 


New Yorker Magazine ... 
Agency: Royal Deguzman, ‘Inc. 


North American Van Lines, Inc. 
Agency: Applegate Advertising Agency 


Daily Oklahoman & Times 
Agency: Lowe Runkle Company 


Orlando Sentinel Stor 
Agency: Hammond, Inc. 


Parade Magazi 
Agency: Hr & Holden, Inc. 


Penton Publishing Company 
Agency: Beaumont, Heller & Sperling, Inc. 


Philadelphia Bulletin 
Agency: N. W. Ayer & Son, 


Railway Express Agency .......--.- 
Agency: Benton & Bowles, Inc. 


Remington Rand 
Agency: Leeford Advertising Agency, Inc 


Ronald Press Company 


St. Paul Dispatch-Pioneer Press 
Agency: Ephraim Holmgren Advertising 


Sioux City Journal-Tribune .........--- 


Spokane Spokesman-Review 
Agency: Cole & Weber 
Standard pe of Outdoor Advertising 
Companies _ 107 
Agency: Calkins & Holden, Carlock, McClinton 
& Smith, Inc. 


State Journal Advertising Bureau 
Agency: Critchfield & Company 


Strathmore Paper Compan 
Agency: Abbett Kimball! 


Sweet's Catalog Service 
Agency: Schuyler Hopper Company 


Thomas Publishing Company 
Agency: W. N. Hudson 


The Troy Record Newspapers 


United Air Lines 
Agency: N. W. Ayer & Son, Inc. 


United Van Lines, |! 
Agency: Kelly, Yah: ‘nt & Kelly, Inc. 


WATV (Newark) 
Agency: Atlantic Advertising 


WHO (Des Moines) 
Agency: Doe-Anderson Advertising Agency 


Wall Street Journal 
Agency: Bozell & Jacobs, Inc. 


Winnebago Newspapers, Inc. - 
Agency: Cummings, Brand & McPherson 


Worcester Telegram-Gazette 
Agency: C. Jerry Spaulding, Inc. 


Young & Rubicam, Inc. 


THE SCRATCH PAD 


By 7. Harry Thompson 


And now, in gelid January, I re- 
call The Country Drummer’s defini- 
tion of a grouch: “A fellow who 
roasted all summer and could hardly 
wait until he could freeze all winter.” 


Everybody aims to please, it says 
here, but the majority aim at them- 
selves. 


Sorry, Tessie, but it’s a faulty use 
of the word archaic in your sentence: 
“We can’t eat archaic and have it.’ 


Herb Dickson says it isn’t the 
fourth in bridge that often makes a 
noisy game, but the fifth. With club 
soda, some card will ask? 


Homer Smith liked Carson, Pirie, 
Scott’s centennial slogan: “100 years 
preparing for tomorrow.” 


PENTHOUSE: That’s another story. 


BLUE-RIBBONER: One who thinks 
a nip in the air is worth two in the 
bottle. 


A local restaurant is called ‘““The 
Pine Box.” Stiff prices? 


Sincere, if belated, congratulations 
to Grit for winning a Best of In- 
dustry Award of Merit in the 
DMAA contest at Boston. 


After I submitted “Scentsation!” 
as a name for a new Coty perfume, 
the Mrs. discovered some padded, 
scented coat-hangers (of all things) 
made by a firm with that name. | 
had the prize-money practically al- 
located, too! 
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Incidentally, our local A & P has 
reserved wallspace for contest entry- 
blanks. Keeps the manager from 
having to say: “Sorry, we don’t have 
any yet,” as so often happens in poor- 
ly merchandised contests. 


worry: The interest paid by those 
who borrow trouble—Author un- 
known. 
° 
ESQUIRE: Interrogatory telegram. 
—Marshall Pickett. 


A doctor on Philadelphia’s Main 
Line has done what the column sug- 
gested facetiously years ago. . . called 
his place “Bedside Manor.” 


Agencyman John Quiery of Mil- 
waukee writes: “At the risk of ruin- 
ing my reputation for aversion to 
superlatives, may I suggest that the 
firefly that backed into an electric 
fan was de-lighted no end?” Hart- 
ford’s Ray Cote offers the same 
amendment. 


In the fat-cat magazines, I detect 
a trend to a more postery type of 
advertising . . . big picture with just 
a dash of copy. A good copywriter, 
like a good salesman, knows when to 
stop talking. 


The phrase-makers: Lincoln said 
he liked to see a man preach as 
though he were fighting bees. 


You might say that Freeman 
Gosden, who plays the part, murders 
the Kingfish’s English. 


Nice try, Tessie, but your P. M. 
Whiskey slogan will never click, in 
spite of Mr. Hemingway: “Breath 
in the afternoon.” How about saying 
it “has a fine case-history ?” 


nitT—“Who writes Sid Caesar’s mate- 
rial?” 

wit—“Let me guess. 
writer?” 


Caesar’s ghost 


Slogan for the G-E_ washing- 
machine: ‘‘A Clothese Friend of the 
Family.” 


A radio or TV announcer giving 
the commercial is as sincere as any 
salesman can be. Yet, should the 
station lose that particular sponsor, 
the announcer will be just as enthus- 
iastic about the replacement. Moral: 
Never knock a competitor. We never 
know when we'll be working for 
him! 


Why wait to praise a man on his 
tombstone? He can’t read it then.— 
Cry ptogram. 


I liked a cartoon in Look where a 
garage-mechanic is telling a car- 
owner: “It’s nothing very serious. 
Just a little death-rattle.” 


As one of the larger apples in the 
cider-press of taxation . federal, 
state, municipal . . . you may want 
to read Frank Chodorov’s new book: 
“The Income-Tax: Root of All 
Evil.” Rather radical title, though. 


The root-word panorama moth- 
ered a brood: Futurama, Cinerama, 
colorama, motorama, cyclorama, cop- 
perama, savarama ... and some I’ve 
fortunately forgotten. 


If a girl’s face is her fortune, says 
Beach Products, it may run into a 
nice figure. 


A mechanic whose opinion I re- 
spect says get your wheels aligned 
every six months. It isn’t only slam- 
ming into- curbs or chuckholes that 
throws them out, but the natural 
settling of the springs. It figures. 


CATARRH: Stringed instrument. 


SALES MANAGEMENT 


—— 


LIKE CALIFORNIA 
WITHOUT THE 
BILUON DOLLAR VALLEY OF 


} f: ‘THE SACRAMENTO BEE 
as THE MODESTO BEE 


Bigger in area than Missouri, California’s inland Valley i } re Bi THE FRESNO BEE 
is an independent, self-contained market, isolated from 
distant Coast cities by mountains. 


With over $3% billion in buying power (more than San 
Francisco and Oakland combined), two million Valley 
people spend nearly $2% billion annually at retail. 
You’re not selling California unless you’re selling the 
Valley. And you can reach it in depth only with its 


Mc CLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES . . . O‘MARA & ORMSBEE 


*Sales Management's 1954 Copyrighted Survey 


As competition intensifies, some brands are being 
forced off retail floors and shelves. You can make 
sure yours will not be among them by building the 
traffic and demand that are important to retailers. 

Retailers today want to stock and push the 
brands their customers want to buy. More than any 
other, the medium to use to give Chicago families 
buying ideas is the Chicago Tribune. 

Hundreds of thousands more families read the 


Tribune than read any other Chicago newspaper 
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because it prints the news and information they 
want to have in order to get more out of life. 
Retailers place more of their advertising budgets 
in the Tribune than they place in all other Chicago 
newspapers combined. Manufacturers and distribu- 
tors make it their primary medium in this market. 
A Tribune representative will be glad to work 
out with you a plan which will increase your sales 
and build a consumer franchise for your brand that 


will stand up against competition. Ask him to call. 


CACORIRIBUNE 


Chicago 
A. W. Dreier 
1333 Tribune Tower 


New York City Detroit 


220 E. 42nd St. 


E. P. Struhsacker W. E. Bates 
Penobscot Bidg. 


Son Francisco 
Fitzpatrick Associates 
155 Montgomery St, 


Los Angeles 
Fitzpatrick Associates 
3460 Wilshire Bivd, 


